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Merchandising Month 


Price and 


RASTIC 


cently made on electric refrig- 


s 


price reductions re- 

erators seem likely to unsettle 
the price situation on other appliances. 
Certainly it has centered trade and 
public attention on price. 

It is true that refrigerator manufac- 
turers hope and expect to increase the 
volume of business this year on higher 
priced special feature models. Chey 
do not want a majority of business to 

stripped leader 
Scrutiny of recent newspaper 
advertising, however, reveals little but 
price emphasis. 


come on special or 


models. 


The situation is not an easy one for 
the dealer. As we see it, the dealers 
who are going to make any money in 
this situation are going to have to 
stick to selling the merchandise that 
is priced at the higher levels. Leaders 
and traffic builders are not their meat. 

The electrical appliance dealer who 
has of necessity to make his expenses 
and profits out of the sale of electric 
appliances can only be the loser in 
competitive price scrambles. 

This type of dealer owes his import- 
ance in this business to the fact that 
he takes the hard way necessary to 
sell specialty goods. His is the job 
of seeking out customers, not waiting 
for customers to him; he 
takes the job of educating his custom- 


come to 


ers on the superior value and merit 
of higher priced appliances; he sells 


the Specialty 


Man 


the value of the service rendered and 
justifies a better price by the superior- 
ity of the service and 
economy. He has sold the 


its long term 
$150 
washer to replace a rub board; the 
$60 cleaner to replace a broom. He 
never has and never will make money 
selling in a purely price field. 


_ now range prices are being 
, put under pressure. This 
sure has been chiefly from the 


pres- 
utili- 
ties, dealers having done a remarkable 
job in recent years in selling top 
Dealer 
range sales have steadily been made at 
a higher average price than sales by 
the power companies. 


quality special feature ranges. 


But dealers also are feeling the urge 
to get range prices down. On page 96 


of this issue we are printing an inter- 


esting contribution by Mr. Steve 
Kugler of Los Angeles. Mr. Kugler 


makes the point that by reducing 
prices on completely equipped electric 
ranges, mail order competition on this 
particular device will be headed off. 

We cannot agree with this point of 
view, because it overlooks the basic 
policy of these mass merchandising 
companies who require a price differ- 
ential for their appeal. It also over- 
looks the fact that there will always be 
varying price levels. 
merchants will sell 
lower price ranges than others. 


Some types of 
built to 
With 


goods 
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INC, 


every type o1 merchandise there is a 


place for operations at price levels 


from high to low representing differ- 
ent needs and values. 

The recent price reductions in re- 
frigerators have so far not resulted 
in prices fully competitive with the 
mail What has hap- 
pened is that the entire price structure 


order houses. 
has moved downward, the mail order 
houses still retaining a competitive 
margin below brand merchandise sold 
through independent retailers. 


W E believe that this pattern will 
be followed by 


any price reduc- 
tions on ranges or other appliances 
that might take place, and that the ad- 
vantage, if any, will accrue to the 
mass merchandise competition rather 
than to the dealer. The dealer is 
weakened by these price cuts, because 
at the low price levels he has not the 
dollar margin to cover the cost of his 
type of selling. 

The answer as we see it is for the 
dealer to focus his activity on selling 
those extra functions and extra fea- 
tures provided by merchandise at the 
higher price levels. He cannot, of 
disregard price competition 
entirely, but he can cultivate that part 
of the market that wants better mer- 


course, 


chandise and can be _ shown that 
higher priced goods carry greater 


service and satisfaction. His type of 
selling suits this type of merchandise, 
and it is only from this type of mer- 
chandise that he can maintain his 
business and a living profit. 
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From one of Hollywood’s greatest studios, 
produced with a star-studded Hollywood 
cast, Hotpoint brings you the brilliant new 
motion picture success, “BLAME IT ON 
LOVE,” to send your sales soaring in 1940. 
Ask your distributor about the big Merchan- 
dising Program built around this movie. 
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in Red Ink— oars 
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Everybody Loses, — 
ink. | 
Nobody Gains fF) 


\othing 
count. 
The y 


inager 


HUNDRED dollars raised t lusively. 
A million dollar business in cons an ol¢ 


erably less than ten years sounds |iggptions, 
the fantastic dream of a Welsh-ral ane Sa 
fiend. But, it happened right her > Manag 
the United States and in the majg™p ©-0.D. 
appliance field. As a matter of | Uur ye 
it is about the only country and tgp" busi 
only industry where it would Let us 
possible. He hac 
We will not attempt to give mu energ 
more than the bare facts. All retaileqg' ©*PeT! 
of major appliances and some ma! He ha 
facturers can fill in the details. r sam 
The young man had sold refriger ipher— 
tors, washing machines and Howev 
appliances for many years. He owneg™p” exp 
a car, spent freely to have a g thousal 
. ady for 


time, and in addition had $100 in: 
bank. Day a 


During the past several years ards to 
had been losing sale after sale to Ugg’ tellit 
“discount sellers”. He was tired mu th 
it and thinking seriously of trying qj" 4 \ 
find something else to sell. val apy 

One evening a friend said to ! cm at 1 
“if discount selling is so easy | Lustom 
don’t you try it. You know the ap; sked “ 
ance business.” = Of 

tes, ob 
ppliance 
) the re 
Under 





rices of 
gular p 
He wa: 
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RR EAE OY 


HALL of a 
DISCOUNT SELLER 


SCS, 


we 


id just 


ntions, 


t C.0.D. basis. 


\ little less than a week later our 
ung friend was in the office of the 


ies manager of a large major appli- 
ance maker. 


The young man was more than 


frank. He told the sales manager he 


“one hundred bucks” plus a 
§ good selling experience, and a 
sire to be in the appliance business. 
thing was said about selling at a 
-ount, 
The young man also told the sales 
inager he would handle his line ex- 
sively. That was just like saying 
an old maid with matrimonial in- 
“will you marry me”. 
The sales manager allowed it could 
managed on a “cash in advance” or 


It was so arranged. 

Our young friend was in the appli- 
-e business. 

Let us see what he had and had not. 
He had faith in himself, selling abil- 
energy and a considerable amount 


i experience, 


He had no place of business, no 
r samples, no salesmen, no stenog- 
pher—not even a bookkeeper. 
However, he did immediately rent 
inexpensive office and had printed 
thousand business cards. He was 
aly for business. 
Day after day he distributed the 
rds to various offices and to individ- 
ils telling them to send or come to 
m if they wanted a refrigerator, a 
), @ washing machine or any elec- 
‘al appliance. He promised to sell 
em at wholesale or nearly so. 
Customers started to come. 


All he 


sked was for them to visit the show 


ms of the dealers or department 
tes, obtain the model number of the 


ppliance they wanted and he would 


the rest. 
Under this system he was selling at 


rices of from 10 to 30 per cent below 


gular prices. 

He was paying expenses and mak- 
‘regular deposits in the bank. Soon 
‘ original $100 had grown to $1,000. 
\bout this time the sales manager 
t mentioned sent for Bill and said 
nething like this, “Bill you’ve done 
‘well job and paid us cash for your 
rehases. We feel sure you can 


reoy 
rey 





ease your sales much faster with 
it. So, we have decided to put 
on our books for limited credit 
‘ich will be increased as you grow.” 
Sul was “in the money”. 


He was 
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at last a real business man. He could 
say “charge it” to the manufacturer. 

We do not know what kind of a 
night or day it was but during one 
twenty-four hours Bill was bit, and bit 
hard, by the “bug of big business.” 

He said to himself, “If I can do a 
couple hundred thousand by concen- 
trating on one line, what could I do if 
| had most of the good ones. Also, if 
one manufacturer will give me credit 
the others also should.” 

Bill was off like a beagle hound on 
a hot rabbit trail. 

Only a few weeks were necessary to 
secure the lines he wanted and to 
establish credit—limited in most in- 
stances. 

3ut, business did not grow as fast 
as Bill expected using his old basis of 
discounts. He decided to increase 
He did and in many—possibly 
most—sales had than per 
cent left for himself. 

Old customers came back, and new 
ones came in increasing numbers. 
Sales went up and up. At the end 
of only a few years in business, Bill’s 
books showed gross sales of about one 
million dollars. 

However, Bill’s books also showed 
he owed practically every manufac- 
turer sizeable amounts and there was 
not enough money in the bank to pay 
even half of them. 

Credit managers wrote Bill tougher 
and tougher letters. Bill sent them 
what he could and increased his drive 
for more and more which he 
took at less and less for himself. 
Volume was going up but debt was 
getting deeper and deeper. 


these. 


less five 


sales 


Everybody Gets Hurt 


Bill was, 
street, put 


Then came the inevitable. 
in the vernacular of the 
through the wringer. But, there was 
damn little to be wrung out. Bill was 
closed up. His million dollar business 
was a thing of the past. Bill 
back just where he started only minus 
his original hundred dollars. 

This, with minor changes, is the 
true history of a “discount 
in the major appliance field. 

Let us see who hurt in 
flasco. 

The manufacturers who extended 
credit lost money but our eyes can’t 


was 


seller” 


was this 


force a tear for them. They accepted 
a risk because of possible volume or 

other maker did the 
They failed to establish 
a basis of credit that was sound and 
equitable. They weren’t even estab- 
lishing credit for they were gambling. 

When we go to the races, and we 
love them, we don’t ask how much the 


because some 


same thing. 


horse on which we bet is worth. We 
just bet he'll win or place. Usually 
we go home minus. The manufac- 


turer who extends credit on a basis of 
expected sales is no more to be pitied 
than are we at the race track. Only 
difference is we are gambling with 
our own money while he is gambling 
with other stock- 
holders. 

The regular dealers were hurt be- 
cause they had lost thousands of dol- 
lars in volume which might have en- 
abled them to show a lower cost of 
doing business and therefore a more 
satisfactory profit. 

Bill was hurt for no man can go 
through “the wringer” and keep his 
self confidence—lawyers see to that. 
They are a tough bunch when they 
get you in court. They don’t even 
believe you were born until you have 
proved it on the witness stand. 

Bill was a top-notch salesman and 
our one hope is that he comes back as 
an appliance salesman. Yes, we hope 
even more, that some day he will 
become a legitimate distributor of 
major appliances. He had everything 
to make him a success except a true 
ception of economics. 

The hurts of all the above are as 
nothing compared to the hurt to the 
consumer. 

We want to make a statement which 
we defy anybody to prove untrue. It 
is this—NO CONSUMER EVER 


people’s — the 


BOUGHT ANYTHING WITH- 
OUT BEING CONVINCED THE 
SELLER MADE A_ PROFIT 
FROM THE SALE. 


When Bill sold an appliance at a 
40 per cent discount they still thought 
he was making plenty. 

What do you suppose they thought 
of the legitimate seller who would not 
give them even 10 per cent. We'll 
tell you—they thought he was Jessie 
James without his pistols and horse. 

You and the writer know this is not 
true. There are hundreds of dealers, 
department hardware 


stores, stores 


By Ernest C. Hastings 





and others not only not making money 
but losing dollars every time they sell 
a major appliance. They are tolerat- 
ing this condition in the hope it may 
be corrected. Some of them are 
beginning to have some doubts about 
the advisability of continuing to sell 
refrigerators, washing machines, etc., 
in view of the “discount-house” com- 
petition. Perhaps we should put that 
another way, in view of the apparent 
lack of desire on the part of distribu- 
tors and manufacturers to put major 


appliance selling on the same basis as 
that of automobiles and other import- 
ant products. 

Could it be done? 

Yes—absolutely yes. 

“Discount-selling” can be eliminated 
almost over night and should be so 
done. First, stop the insistent demand 
for more and more dealers on the part 
of makers and distributors. Second, 
demand evidence of stability both as 
to financial responsibility and as to 
legitimacy of dealership. 

Recently we were given a list of 
supposed dealers in a sizeable com- 


munity. We checked them and here 
is the result— 
A. Much less than half of them 


could be classed as legitimate dealers 
having a floor on which to show 
samples and at least one salesman. 

B. Almost half of the remainder 
were private homes which in a num- 
ber of cases represented men selling 
major appliances as a “part time” 
job. We were not able to check how 
well these men maintained prices 
but— 

C. The balance consisted of busi- 
nesses far removed from the appliance 
field. Some of them did carry a 
sample of this or that but they were 
willing to sell that sample at most any 
price above what they paid for it. 

The fastest ship in the world is 
slowed up by barnacles. It may even 
sink if enough accumulate. 

Here we have a major appliance 
industry beguiled, beset and befuddled 
with barnacles. They have attached 
themselves to a marvelous “ship-of- 
business”. They live as parasites. 
Let us scrape them off so we can get 
full speed from the potential energy of 
our legitimate engines—dealers, utili- 
ties, department stores, furniture 
stores, hardware stores; the retailers 
who have built this business. 





By 
Laurence 


Wray 
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black with a prospect of being en 
tire upporting by 1946 ances in four and a half months as the crease in business? The well-kn 
ypliance trade, the question power company and dealers combined low rates publicized by TVA? 
uppermost in everybody’s mind was sold in the entire year of 1938. There some extent, undoubtedly. Rates 
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- ERE is a factual study of the 

H dealer, what he did in 1939 

and what he plans to do in 

- 1940 on the more important problems 

f him—and the manufacturer. 

parallels a survey made along 
same lines at the end of 1937. 

he main thing to keep in mind in 





of he 
a lying the results disclosed by this 
ey is that it applies only to inde- 
lent dealers. We_ intentionally 
excluded from the study all public 
itilities, chain stores and mail order 
res The results, therefore, are 
dealers only; comprising, how- 
ever, all classes of dealers—electrical 
spe ialty dealers, electrical contractor- 
ealers, hardware dealers, furniture 
lealers, department stores and _ that 
scellaneous group of dealers that in- 
ludes automotive and other types of 
» é ee A 
retalliers. 
The statistical method chosen is in- 
reasingly regarded as one of close 
uracy; the sampling method, with 
wide geographic distribution, and 
-r 
re 
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coming from all elements concerned 
with the problem under study. If, as 
in the case here, we have dealers of 
all types, from all sizes of communities 
from small to metropolitan centers and 
from substantially the entire country, 


~ *s + 
we have a sufficiently broad sample 


of electrical retailer experience and 
outlook to give us an accurate picture 
for all dealers. 

Statistically the sample is a broad 
one. At the time we began tabulating, 
there were 959 questionnaires re- 
turned from as many dealers in 643 
different towns and cities and from 46 
states. (All states were represented 
except Rhode Island and Nevada). 

Dealers were asked to report the 
brands of appliances which they han- 
dled. The brands reported include 
practically every make under those 
classifications. Ranges reported in- 
cluded a considerable number of gas 
ranges. Gas refrigerators were also 
reported—an interesting indication of 
the scope of the business covered by 


lhe b 
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Here are some facts— 


and viewpoints —on problems 


that affect the appliance trade 





A survey by ELECTRICAL MERCHANDISING 


the retailers who have cooperated in The department store practice ot 
making this report. showing a number of makes in order 
In addition to the facts collected to provide a variety of choice has af 
there were hundreds of frank and re- fected other types of retailers. 
vealing comments. A _ selection is The degree, however, has not been 
printed with this article. studied until this survey, which dis 


SPECIALIZATION closes the specialization of different 


types of retailers and in different sizes 
of towns on one brand of washers, 
The question is often raised as to ironers, refrigerators, ranges and vac- 


Charts on this and following pages 


how far appliance dealers are getting uum cleaners. Specialization as was 
away from specialization in one brand. expected shows considerable variation. 
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Decree oF SPEciALIZATION In VACUUM CLEANERS 


By Type of Dealer 
+) ta 


One Brand 644 


Two Bronds 
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ALES THAT 


TRADE-INS pee) 


gree to whi 
‘ fronted with the trade 
Charts on this page ' , 
sear in mind tha 
\ 1 es wit ‘ [ 1 lealers only, that 
é t replacement ler sales and ch 
1 irket impor not included. Bear 
if) ‘ < + + , 
n I r i large iccording to dealer 
yree ( i yainst vn observation, 
ew f o. 
W | equip o he proportion 
ent } t t ) ipp! tha lo these ther 
‘ ‘ ! re€ As will be 
wie oie vork charts thie elect 
‘ ictua the greater proport 
1dy ‘ evea ( yu less in t is 
e part of dealers a gher propor towns than in the m 
yu y i I It probable lat 
, j . ‘ ‘ : 
i 1d ite ( 1de-1! susiness 15 
\ ' ‘ ‘ 
We é é t the figures he 
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*h dealers 





are con 
aat.3 
in probpiem. 


t this study covers 


utility sales, mail 
iin store sales are 
that 


our 


also in mind 


testimony and 


. F 1 
dealers handle a 


yf trade-in business 


‘al dealers handle 


ion of this trade-in 


greater in the small 


etropolitan centers 
the total volume 
] 


somewhat less 


‘re show, owing to 


ng 


factors in 


law 
large 


the appliance business—utilities, mail 
order stores, and chains—handle less 
trade-ins than dealers do. 


DISPOSITION OF TRADED-IN 
WASHERS & REFRIGERATORS 
Charts on this and following pages 


traded-in washers 
refrigerators is also shown by 
type of dealer. 

It should be pointed 
connection that these 
not be accepted too literally as 
ing to the entire business. The 
covers dealers only, and dealers do not 
handle much of the apartment house 
[f the apartment 
house replacements, which are handled 


Disposition of 
ind 


out in this 
should 
apply- 
survey 


figures 


retrigerator business. 


MARCH, 





branches 


by manufacturers’ 
large distributors in 
centers were included, it may be t 
the percentage of trade-ins on me 


metrop 


ical refrigerators would be som: 
higher than this. 

Disposition of traded-in refrige; 
tors, as on washers, is analyzed bot 
by type of dealer and by size of tow 


It will be noted in both cases ft! 


the “junk” percentage is very mu 
greater in the metropolitan center 
than in the small towns. It will als 


be noted that in the two-year peri 
which has elapsed since our 1937 sur 
vey there has far junking 
of traded-in refrigerators and washers 
Instead, a much higher proportion 
refrigerator and washer trade-ins 
being reconditioned. 


been less 


FULL LINE VERSUS 
INDEPENDENT LINES 


Charts on next and following pages 


A valuable element of this 


as compared with the similar survey 


surve 


made two years ago is that it indicates 
two important trends, one the full lin 
versus independent lines, and the other 
on the trend toward specialization. 
The first of these studies, made 
the end of 1937, disclosed that 17.25% 
carried one full line of three appliances 
under make — washers, ironers 
and refrigerators—with no additior 
lines of any kind. This present stud) 
made in 1939, discloses that 14.43‘ 
of dealers answering carried one ful 
line of three appliances, with no add 
This amounts to a decli: 


one 





tional lines. 
of 2.82%. 
The 1937 study showed that an add 


tional 25.03% carried full lines of thes 


three appliances, plus addition 
makes. In the present study on! 
18.83% of the dealers carried t! 


three-full-line plus additional makes— 
a decline of 6.20%. Of this total deal- 
ers, in 1937 42.28% of the 
carried a full line of three applianc 
either exclusively or in combinatio! 
with other makes. The 1939 
shows that this has declined to 33.26‘ 
or 9.02% under the 1937 figures 

These figures are illustrated in t! 
chart, entitled “Lines Handled—Was! 
ers, Ironers and Refrigerators.” 
second chart gives similar informatio! 
based on dealers handling full lin 
of four appliances. 

Among the dealers handling fou! 
appliances of the make the: 
has_ likewise consideral 


decrease in 


dealer: 


stud 


same 
been a 
the full-line situat 
since 1937. Whereas in 1937 35.80 
of the handled a_ full 
of the same make of washer, irone! 
refrigerator and range, only 27.43 
of the 1939 dealers deal in 
appliance lines. In 1937 36.83% 
the dealers handled independent miak 
ranges—in 1939 this pr! 
portion has risen to 46.03%. 

It is instructive also that on t 
question, “Do you regard the fu 
as possessing sales advantages ?”, 43 

) 


dealers 


of electric 





of the dealers answered “Yes,” 32.4 
answered “No,” and the balan 
either had no opinion or wet 

This 


decided. corresponds wit 
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question asked 
ich 64.61% of 
as 


two years ago, 
the dealers ans- 
said and 35.39% said 


pared with actual practice, how- 
both higher 
ntage of opinion in favor of the 
line than in 


surveys show a 





actual practice, 


saying “yes” two 
rasted with 42.28% 


1 
sither 
eitner 


years ago 
handling full 
exclusively or in com- 

other this 
's survey, the 43% who answered 


nm with lines. In 


contrasts with 33.26% carrying 
either ializing or in 


\s pointed 


the higher 


out before, the reason 


percentage of favor- 


1 


ible opinion as compared with actual 


of the 
advan- 


the belief 


there 


due to 


lealer that while are 


tages in the full line of one manufac- 


‘ 


turer there are two points on which 
he dealer is not sold. The first point 
s that the dealer is not convinced 
vat all the appliances marketed under 
brand name are of equal merit 

| in equal acceptance by the public 

The second is that he is still reluc- 
nt to commit himself and his local 

irket status to one manufacturer. 

The dealer, in other words, believes 


it by diversifying the lines he han- 


lles he has a protection against a 


ck to his business should one manu- 
turer withdraw his line. 


The this 
study on specialization include special- 


charts already shown in 
and deal- 

makes. 
the 
independent- 


zation by full line dealers 
rs handling 
There 
specialization of 
make dealer. It is from the data sup- 
that 


independent 


are also charts analyzing 


the 


plied by these dealers we are 
ible to trade the trend to or away 
from specialization by the non-full- 


ne dealer. Of these dealers, 
go 34.11% 


ne washer. 


two years 


said they specialized on 
In the study 


mg the same type of dealer 36.35% 


present 


reported specialization on one washer. 


[wo years ago 41.89% of the inde- 
endent make dealers reported spe- 
lization on one refrigerator. The 
resent study discloses a_ fractional 


rease in this percentage, 42.40% 


Ww reporting specialization on one 
retlrigerator. 
OUTSIDE SALESMEN 
Charts on following page 
The question of the outside sales- 


in and whether or not he is passing 
tom the dealer picture has been much 
bated during 
In this study, 
re attempting 


the past year. 
for the first 
to 
le question. The charts show the 


time we 


get some light on 
type of dealer employing outside sales- 
en and the average number of out- 
{ 1 ‘ . 
€ salesmen employed by the various 


ypes of dealers, as well as the per- 
ge of business that the dealers 
1s outside salesmen estimate that 


, 
ilesmen produce 


SERVICE DEPARTMENTS 


Charts on following page 


the growth of appliances in 
| vearly by 


rease sevel mil- 
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33.26% 
Handle Full Line 


lion units, the problem of rendering 
service becomes more and more im- 
portant. 

Service departments have great 


value especially for the neighborhood 
or small town dealer where they not 


only contribute to maintaining the 
overhead and expense of the estab- 
lishment but tend to hold the custo- 
mer to the store. The service dealer 
has a definite advantage in selling new 
appliances to its service customers. 
The degree to which dealers are 
operating service departments, the 


number of service 


average men em 

ployed, and the proportion of new 

business that can be attributed to the 

service department ire shown on the 
irts 


1940 


Do You REGARD FuLL Ling As 
POSSESSING SALES ADVANTAGES 


INDEPENDENT MAKeEs As 





46.037, 


_ Handle 
Independent Makes 


b Maz 
“s 


LL Ling DEALERS HANDLE 


TA hen 
VVELI 
Washers 


Comments by Retailers 


A selection of typical suggestions from hundreds received 


\NUFACTURERS 


their 


are not 


“NW 
a 


nargin. Losses on trade-ins, and meet- 


giving dealers enough 


ing cut-price competition thins dealer 
his l 


profits. also results in a lot of 


turnover in salesmen because they seek 


other fields more remunerating than 
the appliance dealer can afford In 
these times of many taxes gross mat 
gin and net profits go down some 
nore We believe all dealers should 
be placed on a basic profit basis, with 
retroactive increased in gross proht 


as sales increase in any one year. Thus 
the larger dealer, with more invested 
and sales overhead really 


more can 


He 
encouraged to 
We 


encourage 


would 
build 
that 
individual 
work harder for 


make a decent net profit 
feel 


greater 


also more 


fc ir 


volume find 


really 
to 
therefore the 


likewise feel the 


bonuses 


salesment more 


volume, dealer would 


Same Way II Nis in- 
creases W yuld be rew irded in the Sam 
way by manufacturers and distribu- 
tors.” 
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uLt Line DeaLers HANDLE 
JNDEPENDENT MAKES As WELL 


EmpLoy Oursipe SALESMEN For MAJOR APPLI 


Dy lype ot Dealer 


Yes 


Futt LINE DEALERS HANDLE 


INDEPENDENT MAKESs As WELL 
(Ranges) 


R APPLIANCE BUSINES: 


IDE SALESMEN 


" 


SRARPEG 


COMMENTS BY RETAILERS 


‘A deplorable situation exists ¢ 
day in that quite a number of wl 
salers and distributors sell dire 
the consumer. This gets to be a 
spot not only from the standpoint 
the sales lost by the appliance dealers 
but it is getting so that the ave: 
consumer knows what this mer 
dise is costing the dealer and w 
he buys from the dealer he figure 
per cent is enough profit and the 
reason he is willing to give the deal 
10 per cent profit is the service ; 


. aa * 


‘The most discouraging feature 
the major appliance business today 
the fact that those of the higher in- 
come class can buy ‘wholesale’ fr 
almost any jobber. There are ex ep 
tions, of course, but most jobbers tee] 
obligated to favor Purchasing Ager 
of large industrials and others. The 
wheel has many spokes and is always 
turning. The little fellow who 
buy on time does not have the con- 
tacts to get in. In other words, many 
dealer sales are lost on the 19th hole.’ 

. * * 


“Prohibiting the sale of appliances 
by manufacturers and jobbers to vari 
ous manufacturing concerns for resale 
to their employees at dealer cost woul 
most certain produce = an 
volume and profit and be of gt 
help to everyone connected with the 
sale of major appliances today.” 

* * * 


“Our outside salesmen work 
day out and one day on the floor, giv- 
ing them a chance to contact the cus- 
tomers they talked to the day before 
Most of our sales are closed on the 
sales floor—about 95 per cent.” 

- ” + 

“90 per cent of our sales are the 
result of outside salesmen. This 1s 
a two-man operation except for May 
June and July, when one extra man 
is employed outside. I do my ow 
selling, office work, collections, and 
about one-half of the service. Our 
1939 sales included 60 domestic re- 
frigerators, 25 electric ranges, 20 el 
tric washers, 25 radios, 10 comme 
refrigerators. I personally sold % 
per cent and helped close the other 
five per cent. I do it by hard work 
plus contact when collecting. Have 6! 
accounts. I collect personally  eac! 
month for Finance Company. In 
years we had one repossession.” 


* * * 


In a small town a dealer s 
combine selling and servicing. That 
is, it is almost impossible to employ 4 
full time salesman and a service ma! 
who cannot sell is not worth hav! 
Let the customer know that you knot 
your merchandise. Don’t worry abou! 
the gyp artist who sells at a 
margin or no margin at all. At 
that has been in business knows 
selling that way cannot last. Th 
two years in the electrical app! 
business are the easiest. After 
your past catches up with you. 
where you get service.’” 
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Harttord’s 
‘“RREE APPLIANCE’ 


OU may win it “Free” if you 
buy now”! This was the slo- 


gan used by cooperating deal- 


of the Hartford Electric League 
their salesmen during their an- 


promotion known as “Electric 
Sale and Contest”. 


manner, through 


liday 
skillful 
plication, the appeal of special ap- 
directed 


In this 


ince values was along 
took the 
brchaser’s natural gambling instinct. 
r example, one customer won an 


es which advantage of 


‘tric range absolutely free by writ- 





g the following reasons for chang- 
g to an electric range: 

“I changed to a New Electric 
Range because it is safest for the 
children, kindest to our palates, 
most efficient for the housewife, and 
considerate to our budgets.” 


most 





\pplications were submitted by 
iler’s salesmen who volunteered to 
lp the customers write the state- 
ents when they called to make the 
In so doing they drew from 
prospective customer the reasons 
r her interest in owning that par- 
ular appliance. Knowing where 
customer’s interest lay the sales- 
in knew just how to conduct his 
és presentation story tailor-made 
fit the customer’s own desire. En- 
es were judged by a_ qualified 
ard of Judges three times a week, 
| eighteen Greater Hartford peo- 
whose statements were selected 
winners received the appliances 
ty purchased free. Also, a total of 
+ smaller appliances were awarded 
special prizes for statements judged 
be next best. Names of the win- 
ts were announced on a 15-minute 
lio program over station WTIC 
h Monday, Tuesday and Wednes- 
y during November and December 
the duration of the campaign. This 
‘8a musical program from Contest 
beadquarters announcing finalists in 


contest as selected by the judges 
‘ reaching a climax with 
Mcement of the winner. 


the an- 
The other 
ialists were awarded special prizes. 
Here is a typical story that illus- 
tes the use of the Campaign as an 
tive to salesmen. A salesman had 
Sood prospect for an electric range, 
t she had consistently refused to 


tle went to her home one eve- 


eng 1 timed his arrival to take 
lace just before the “Electric Holi- 
ty gram went on WTIC. He 


OntesS 


The Electric League puts on a unique 


contest in which the 


contestants are cus- 


tomers who first buy an appliance and 


then have a chance to win it absolutely free 





By C. E. DeLaney 


Managing Director 
Hartford (Conn.) 


tlectric League 





the important sales points 
and told the prospect 
your electric range free if you 
change it now”. As to his 
sales talk he turned on the radio and 
his prospect heard a free electric 
range actually being awarded to a 
Hartford woman. Result: the pros- 
pect bought then and there. 

Pictures of winners were published 
in the local papers and often a sales- 
man would take one of these clip- 
pings from his pocket, show it to a 
prospect and say, “You may win your 
new appliance free. Look, 
here is a customer of mine who 
changed to a new electric refrigerator 
two weeks ago and then found she 
didn’t have to pay a cent for it.” 
Here was a convincing appeal to the 
natural instinct to “take a chance”. 

Official entry blanks were provided 
for use in writing the 25-word rea- 
sons*for changing to new electrical 
equipment. These blanks 


rey iew ed 
“You may win 
new 
a climax 


electric 


also 


pro- 
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Pictures of winners in Hartford's Electric 
Holiday Contest were published in local 
papers, with publicity on the campaign. 


Winners were announced on the |5-min- 
ute musical program, "Electric Holiday" 
over WTIC. George Bowe, Hartford 
announcer, was master of ceremonies. 





vided an effective sales tool. It was 
only natural for a salesman to whip 
out his pencil and “Here, let 
me help you write a statement that 
might win’. In working out this 
simple statement the customer's rea- 
sons for buying the new electric ap- 
pliance were revealed and, knowing 


say, 


these reasons, the salesman found it 
much easier to sell the prospect. 
The feeling of good will engen- 


dered by the Contest was also of con- 


siderable benefit. As an example, one 


Hartford housewife bought a new 
$200.00 electric range and then won 


it free. The next morning she came 
into the store of the dealer who sold 
her the range and immediately pro- 
ceeded to spend the $200.00 for fur- 
niture and small appliances. 

A colored washerwoman had been 
laboriously saving her pennies to buy 
an electric washing machine. She 
had always refused to buy on a 
monthly payment plan, but—the temp- 
tation of the “Electric Holiday” Con- 
test was too great. 
payment 


She made a down 

electric washer. 
And she did win it free! Since she 
quite well known the event 
gained much good will for the Hart- 
ford Electric League in her neigh- 
borhood. More sales to colored peo- 
ple resulted and three colored people 
won prizes. 

A factory worker his new 
electric refrigerator free! A minis- 
ter won a free electric refrigerator ! 
The news spread through the factory 

through the 
Word-of-mouth 
friends, 


on a new 


Was 


won 


minister’s 
publicity 
relatives and 
was a great factor in the promotion. 
The radio program, in addition to 


parish. 
spread by 
acquaintances 


announcing names of winners, adver- 
tised Electric Holiday Sale 
Please turn to page 92 


special 
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Grunsky 





Should Home Service Girls Sell? 
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e - oo og . “et : a "s ’ ; For the use of the 20 home service girls, Washington Water Power provides 16 specially outfitted home 


sone ip ae 1 iin teint service cars. In the rear compartment, a complete outfit for demonstrating purposes is stored. 
, We + 
; P ‘ P a 
a rie, f the power company building. classes are held here which are widely ago an association of apartment | 
et ~ ; ' bs , Behind this is a second and even larger ittended. No general announcement owners was permitted the us¢ 
ten), Party shan.) kitchen with the workroom and labor is made of these events, which are kept auditorium for a convention 
+f se 4 ane oy llamas atory. Here home service girls are _ strictly invitational. Particularly are Part of the program was a 
th ' CF aos ear ow trained and here preparations are they made use of by dealers who send demonstration and inspection 
¢ na ain : ide for the public demonstrations in in prospects and new purchasers of electrical kitchen. Several of t 
ae oe lel kitchen before the publ electrical equipment. Power com-__ in attendance have since instal] 
yng GC e ; In addition, a third model kitchen is pany salesmen, of course, use them as_ trical kitchens in their 
. talled on the main floor of the build i regular selling tool, either before or _ buildings. 
Three Model Kitchens 7 ‘ P P ’ 4 <9 nd £ “ed z “a as rs a ee he = — - 
‘77s ; . me IU . , ike , . aS , ys ’ 
tfitt king a sale In between times, the auditorium is Work With the Schools 
b t auditoriu: 1 cor used for women’s clubs, Girl Scouts, Close contact is kept with t 
f \ king hool groups and others. Not long service departments of th 
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hools. Practically every one of the 
hools of Spokane has an electric 
nge in its cooking equipment for 
pmemaking classes and many of them 
e completely and exclusively equip- 
d electrically. The home service 
rls of the power company maintain 
gular contact with these classes, 
ping a regular schedule in rotation 
the different schools. The used 
stem is for the girl to spend the 
tire day at one school, taking each 
ass in turn. Instruction is in the use 
nd care of electrical equipment. Films 
e also used effectively. Occasionally 
he proceeding is reversed and the 
sses come to the power company 
uditorium for instruction. The young- 


looking forward to this field. More 
than 200 students enjoyed the benefits 
oi this instruction. 


Specialists in Dealer Service 


Dealer contact work is in the 
hands of two girls assigned especially 
to this field. This means that these 
young women become specialists in 
dealer problems—they take an interest 
in their point of view and are recog- 
nized as friends and valuable assistants 
by the dealers themselves. The girls 
have been very successful in their in- 
struction given to dealer employees, 
which is popularly received and the 
classes well attended. These classes 
are generally given in the power com- 


the prospects who desire to receive this 
service. Close record is kept of this 
work and of the number of appliances 
sold to recipients of the plans. It is 
interesting that more requests have 
come for this service from some of 
the outlying communities served by the 
Washington Water Power Company 
than from Spokane itself. In the head- 
quarters city the record is 1.1 plan 
drawn for every 100 customers on the 
company’s lines. Some of the rural 
communities show a figure more than 
three times this amount. 


Home Lighting Crew 


Home lighting work is in the hands 
of a special corps of girls. They, too, 


Washington Water Power’s trained girls help this Spokane 


utility to boost annual average use to 2,067 kw. hrs. and sales 


to $54.81 per customer. They do everything but sell appliances. 


s naturally like this and take an 
himated part in the events. During 
weh an hour of instruction, the power 
ompany demonstrator will have as 
many girls as possible taking part in 
é program, preparing the food with 
lectrical equipment, setting the oven 
nd performing other essential tasks. 
This same procedure, indeed, is 
ound effective in handling other 
proups, where every opportunity is 
given for the audience to come up on 
he stage and take part in the use of 
he electrical appliances so far as they 
wish to do so. 

_ Recently the Washington State Col- 
ge at Pullman turned over its home 
science courses for a week to Mrs. 
Louise Ramirez, head of the home 
service department of the Washington 
Water Power Company, for instruc- 
ton in the principles involved in the 
proper use and care of electrical equip- 
ment. Class instruction was given in 
te mornings and laboratory practice 
in the afternoons, each class enjoying 
such work for its regular periods dur- 
ing that week. Inasmuch as the power 
companies are important prospective 
‘mployers of home service graduate, 
‘te instruction was an important part 
0 the practical preparation of the girls 


pany auditorium at seven in the eve- 
ning. Here again, the audience is 
brought into the instruction, so that 
every salesmen not only learns the 
principles but in his turn tries his hand 
at preparation of food the electrical 
way. Demonstrations for customers 
are also given on request in dealers’ 
stores and the girls do follow-up work 
on major appliances. Spokane dealers 
express themselves as greatly pleased 
with this assistance and in fact do 
make general use of the service 
offered. The manager of the large 
appliance department of one depart- 
ment store expressed himself as highly 
grateful to the power company for 
their cooperative attitude. He had 
definitely given up the handling of 
other types of cooking equipment as a 
result of his feeling and stated that 
there was not now a gas or coal and 
wood stove to be found in the store. 


Kitchen Planning Work 


Kitchen planning work is in the 
hands of the Better Bureau of Spokane 
which is sponsored by all the interests 
cencerned, including the dealers them- 
selves. The home service girls of the 
power company, however, are im- 
portant in that they send in many of 
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maintain dealer contacts and give in- 
struction to dealer employees on the 
principles of good lighting and the use 
of the I. E. S. type lamps. Occasionally 
these instruction groups are held be- 
fore opening hours in the lighting 
department of the store itself. Home 
demonstration work is in constant 
progress. Much of this is in the form 
of regular house to house calls. Here, 
too, the girls are assigned each to her 
particular field, so that in the course 
of time, they become well acquainted 
and friendly with the neighborhood 
they serve. Sometimes, especially when 
a new girl is involved, preliminary 
letters will be sent out announcing the 
calls of the girls in advance. 

The home lighting girls, too are 
closely in touch with the schools. 
Films and talks are given before classes. 
Particularly successful is the method 
of encouraging class projects on some 
lighting subject. One class undertook 
to keep a record at each desk of the 
light available at every hour of the day. 
The youngsters kept the records them- 
selves, learning to use the light meter 
and later made a chart. The result 
showed the need of better class light- 
ing—and incidentally, it taught. every 
member of the class something of the 


moith Home Service... 


importance of good light and how it is 
determined. Naturally, they took the 
account of their experiment home and 
prepared their homes to receive the 
story with friendly interest when the 
home lighting girls got around to make 
these calls. 

Another class project at Lakeside, 
Washington consisted of the staging of 
a pageant on the history of lighting. 
The children, with the Washington 
Water Power representative as con- 
sultant, prepared their own scenery 
and costumes. Of course, considerable 
study of modern lighting and _ its 
advantages was part of this prepara- 
tion. This work was done on school 
initative, the power company repre- 
sentative’s only role being that of con- 
sultant on request. 

I. E. S. lamps and I. E. S. type 
lamps are on the selling schedule of 
the utility salesmen, with a double 
bonus given when such sales are made 
to low-use customers. Between their 
efforts and those of the dealers, stimu- 
lated by the work of the home lighting 
girls, the Washington Water Power 
Company last year made an outstand- 
ing record in this field, with 17,000 
I. E.S. or similar lamps sold to the 
company’s 66,659 domestic customers, 
or one to every 3.9 customers. 


Home Service Cars 


For the use of the 20 home service 
girls, the company provides 16 speci- 
ally outfitted home service cars. These 
are marked on the side with the Reddy 
Kilowatt symbol and a “Home Serv- 
ice” designation. In the rear is a 
storage compartment where a complete 
outfit for demonstrating purposes is 
stored. On the sides are folding 
brackets for carrying lamp shades 
without injury. Everything needed 
for a day of school demonstrations can 
be carried conveniently in these cars. 
They are not assigned to the individual 
girls, but are available for use as the 
work calls for it. 


Proof of the Pudding 


The Washington Water Power 
Company’s sales record is an enviable 
one. They have one of the highest 
annual kw.-hr. consumption records 
in the country. In 1939 the figure 
showed an average annual usage of 
electricity per domestic consumer of 
2,067 kw.-hr., and sales of domestic 
appliances averaged $54.81 per cus- 
tomer. What part the home service 
girls played in bringing about these 
results cannot of course be proved. But 
the Washington Water Power Com- 
pany feels that their work was an im- 
portant contributing factor in the re- 
sults they have attained. 








“Cobbling Up” Old Washers eC 





F. M. McCrosky of 


Kansas City has 
a Substitute for 


Floor Traffic 








To handle a lot of $! 


@ week collections 


girls 





like Mrs. 


Hazel Bonde keep 


An ocean of old machines constantly rolls into his place of business. 


on the job. 





HE hootchie kootchie dance, an 
art that flourishes with carnivals 
in small Kansas towns, has an 
angle that should interest even the 
more staid electrical dealer. After 
the barker has filled the first tent 
and the little lady has gone through 
a few preliminary gyrations, he tells 
the quivering throng that for 10¢ 


the ratio of washer sales to traffic 
In furniture stores, he found that 
eight out of ten callers in the wash- 
ing machine department are closed 
In the department stores from 6 to 
64 per cent of the visitors are sold 
washing machines. In specialty stores, 
only 2 per cent are put on the dotted 
line. 
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more they can go into the inner tent, Obviously, the smart thing for 4 ene, 4 
and see the little lady do her dance specialty dealer is to get away fromfi) Washers 
“without.” dependence on traffic—men like F. . x 

“You know what I mean, boys,” he M. McCrosky of Kansas City, Mo, a = 
thunders, “when I say you'll see it— have discovered. The very name 0 ASH 
without.” his firm, the Apex Service Company, )APRX SER 


The boys put up their dimes, file 
through a flap in the tent, to an out- 
side lean-to tent. At the given signal 
the top of the tent is flapped back, 


8 East 14th St. is a tipoff to the 
McCrosky technique. 

Nine men work in the repair de 
partment of the McCrosky firm. 1 








and the boys find themselves—with- classified pages of the Kansas Ci) MBAdd to th 
out. Star bristle with propositions on use’Mmakes a 
In the business of selling washers machines. The whole setup is one th*fimonth oy 
traffic is something that can flutter hard-working, horny-handed folk w F, M. 
away from you like a peroxide blonde. want to pick up a bargain or have “"Biispecialty 
Forget to watch it closely and you old machine fixed, would patromit’ Miitaffic bec 
are likely to find yourself, as far as Nevertheless the McCrosky operat0"MMany busin 
traffic is concerned—without. is good for anything from 350 to #” Beet prosp 
One of the wise old owls of the mew washers a year, from 45 to ‘“MMtoward a 
business recently made a checkup of cleaners, and 35 to 50 refrigeratol Hitnjoys, 
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By 
Tom F. 
Blackburn 







AST: 
new washers,’ r 9. 

tabs and soap:  ceinbination washer. and 
ironer, 59¢ weekly; world’s finest. square 
tub model, 20-gallon size, including . free 





straters, floor samples and u 

deep cut prices. See these today. 
Bundy Palmer & Blue, in the 
fot the b ck, at 4619-21 Troost. roost. WE. 9400. 


, WASHER CLEARANCE 


Slashed prices on all used, repossessed: 
slightly damaged and floor ‘models. Use 
Ward's monthly payment plan to make @ 
ig Saving now. q 
Phone appliance dept. for FREE trans- 
portation 2 and from store. 
NTGOMERY WARD, 


rst. John ‘ind Bel Kansas City, Mo. 


WASHERS—Sunday spécials; Tepossessed 
and floor models, $24.95; famous makes, 
Paulttess, Maytags, Westinghouse, Bend 
terms, only $2 monthly; free drath 
and sorp, Open Sunday~untit 10 p: 
Mcte-Fyer Co. 815 Broadway. 
WASHERS—Sale factory -rebuilts 
reduced prices: Maytag, Paultless. 1 per, 
Easy One-Minute, Thor, ABC, Mola, n. 
red 


































lderal allowance; . easy -tefms; 
iree home demonstration, Apex Service Co., 
_. MSE. 14th. HA. 77 
traihe | WASHERS— We are determined to reduce 

} some models redtced 25%. 

























d_ tha inventory; 

| Maytags, Thor, Easy Aid, General Elec- 
wa tries; also large used stock. See Sunday 
lose jind save, Todd Electric Co., 1324 Oak. 
clos 


VI. 6378. Transportation f furnished. 

n 6 WASRERS— 
' reduction on slightly damaged 

Maytag and a. washers; no down pay- 

ment: easy tér 

SEE HATZ. BEFORE You BUY 

KATZ DRUG CO., 40th-MAIN, 


WASHERS “and refrigerators at big. red ite 
tion; trade-ins, rebuilts; cash or tert. 








for a 
y from 














» M " Domestic Ne apotience, 1208 Grand, 
ame ot WA SHERS—USED MAYTAGS 
mpany, lex SERVION. 6 ‘a Ba 

to me 

as CIN MBAdd to that a service department that 
on use" MMtakes a steady profit month in and 
yne ta Rimonth out. 

Ik W F. M. McCrosky realizes that the 
lave ‘pecialty appliance dealers have little 
troniz raffic because most people never have 
erate” Mitty business in the store. They don’t 
} to ” bet Prospects that are as far advanced 
> to “Howard a sale as the department store 
erator Btnioys 


Moreover, the average appli- 
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eads to New Washer Business 


The McCrosky firm is downtown, yet on a side street with easy parking facilities. 


Note (fourth down) how Apex Service consistently 
advertises used washer bargains in classified columns 


ance dealer’s salesmen are usually 
service men at heart. The McCrosky 
operation is based on the shrewd real- 
ization that Kansas City is anywhere 
from 50 to 80 per cent saturated with 
washers. Many of these machines are 
ailing and the natural tendency of 
an owner is to “cobble up” the old 
jaloppy before going shopping for a 
new one. This line of action brings 
the prospect right into the McCrosky 
arms before he starts looking around 
in department or furniture stores. 
“Our salesmen get their leads nat- 
urally from service,” Mr. McCrosky 
told EvectricAL MERCHANDISING, 
“and the men we send out are fel- 
lows who are making a good living 
at the job of selling washers, not kids 


eager to pick up a little spending 
money. I figure that a good man in 


the washing machine business should 
earn at least $2,000 a year. He must 
sell at least 150 washers a year and 
must get around $22.50 commission 
on a machine. That means that he 
has got to push $89 and $99 machines. 
We have men who can do this. One 
has been with us two years, and an- 
other nine years, and both are such 





1940 





steady producers they are on a draw- 
ing account basis.” 

Anyone running a washer business 
today does a lot of dollar-a-week in- 
stallment collecting. The McCrosky 
firm has a battery of able girls, headed 
by Mrs. Hazel Bonde, on the 
handling collections. This is as im- 
portant as sales. 

“We find big tub one of the best 
selling points here,” Mr. McCrosky 
told ELectricAL MERCHANDISING. 
“Women like to get their washing 
done in a hurry and a big tub prom- 
ises them a handling the 
job in a hurry.” 

F. M. McCrosky is a graduate of 
the class of 1912, University of Mis- 
souri, and for years lived on a farm 
down near Springfield, Mo. He came 
to Kansas City and by chance got 
into the washing machine business. 
His shop says “Washer” as far down 
the street as you can see it, and 
washers predominate on the 
over all other types of appliances. Mr, 
McCrosky likes this as it gives the 
public the idea they are coming to 
washing machine headquarters when 
they do their shopping. 


iob of 


chance of 


place 





Raised as a farmer boy, F. M. McCrosky 
understands perfectly the thinking and 
talk of the public he sells. 
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HOW APPLIANCES WERE ACQUIRED 


Ft 


ERE are facts on the pur- 

chase and use of table cooking 
devices that constitutes one of the most 
revealing surveys and one of the best 
sets of marketing data with which this 
industry has been supplied. 

Woman’s Home Companion has a 
unique set up in its reader-editors. They 
are a group of readers of varying ages 
and incomes who function as advisory 
editors by means of a special system of 
questionnaires. Living in all parts of the 
country, their number is weighted so as 
to approximate circulation coverage. 

Frequent checking indicates that their 
opinions are representative of the entire 


some 


/ 


case, a survey of these reader-editors 
gives a revealing cross-section of appli- 
ance users for the entire country. 

The data on these pages is a part only 
of the Woman’s Home Companion 
Reader-Editor Report No. 27 on portable 
electric cooking appliances. Reprinted by 
special permission. It is based on the full 
reports of 1478 reader-editors. 

The data here given on the age of appli- 
ances in the home, their frequency of use, 
how they were acquired, should be of 
the utmost practical value to appliance 
retailers in laying out both campaigns 
and continuous sales programs for this 
class of merchandise. Facts are the bases 


























Companion readership. This being the of successful marketing. 
Appliances Listed Number of 
in Order ofLatest 1 Year 2 3-5 5-10 Over10 Answers = 
Acquisition or Less Years Years Years Years 100% 
Double Boiler 48% 15% 29% 4% 4% 27 
Roaster 36 31 26 7 125 
Bottle Warmer 33 23 27 16 1 134 
Casserole. 21 20 Pd 16 1 70 
Toaster... 17 14 33 25 11 1,091 
Coffee Maker 16 19 32 22 11 720 
Sandwich Toaster 16 19 ay 15 1 641 
Hot Plate. . 12 14 33 25 16 326 
Waffle Baker ¥ 12 36 31 12 910 
Egg Cooker 8 14 35 37 6 65 
Chafing Dish 6 2 36 16 40 55 
Appliances Listed in 
Order of Largest Through Through Number of 
Percent of Purchase Purchase Gift Answers = 100% 
Hot Plate 68% 32% 336 
Toaster. 43 57 1,103 
Roaster...... 43 57 122 
Sandwich Toaster 40 60 641 
Waffle Baker. . 37 63 907 
Coffee Maker. 36 64 725 
Bottle Warmer 32 68 135 
Casserole. . 28 72 72 
Egg Cooker. 28 72 65 
Chafing Dish 28 72 64 
Double Boiler..................... 21 79 29 








Facts TO FLelp You Sel] “TABLE A 


1-Age of Appliances... 2-How Appliances Were Acquired... 3-How Often Appliances Are Used. ..64-In | 








Toaster 
Waffle 
Coffee 
Sandwi 
Hot Pla 
Bottle \ 
Roaster 


| Cassere 


Egg Cox 
| Chafing 

























only 
inion 
table 
d by 
> full 


ppli- 
use, 
e of 
lance 
Ligns 


es = 


5 ae fee 


of 
100% 


APPLIANCES 


_..04-In What Room or Rooms Are Appliances Used... 5-Where Appliances Are Usually Kept... 







































Appliances listed in Number of 
Order of Largest Once-Twice Seldom or Answers = 
Daily and Weekly Use Daily Weekly Monthly Never 100% 
OE a 73% 21% 4% 2% 1,244 
Double Boiler 30 64 a 3 30 
Bottle Warmer sai ee 1 3 11 102 
No occu genes 9 67 19 5 130 
Coffee Maker ag 20 21 10 782 
Casserole....... 7 58 31 4 76 
Sandwich Toaster. 10 46 37 7 703 
Egg Cooker....... oa 37 17 32 65 
Hot Plate... .. 18 25 25 32 351 
Waffle Baker.......... 1 33 60 6 1,004 
Chafing Dish....... 5 20 53 22 64 
Appliances in Number of 
Order of Kitchen, Dining, Living Room, Answers = 
Ownership Pantry Bkfst.Rm. Library, Porch Misc. 100% 
BS oid cog <6 ; 80% 46% 2% ; 1,111 
Waffle Baker....... 72 65 2 1% 844 
Coffee Maker...... 74 54 5 1 692 
Sandwich Toaster 79 52 4 2 624 
Se 76 11 4 19 288 
CD cdwceassees 99 3 2 7 120 
Bottle Warmer 49 4 1 74 109 
Comseseie........... 94 26 1 3 69 
Egg Cooker... .. 64 50 56 
Chafing Dish....... 36 80 6 2 55 
Double Boiler... ... 100 29 
Appliances in 
Order of Kitchen Kitchen In Dining 
Ownership Kitchen Closet Shelf Pantry Room = * Misc. 
ence coves 21% 46% 10% 17% 10% 1% 
Waffle Baker...... 13 50 ? 19 15 2 
Coffee Maker.......... 19 41 11 14 20 2 
Sandwich Toaster....... 13 43 10 16 15 3 
12 31 9 19 4 25 
Bottle Warmer.......... 11 35 13 6 2 38 
Se 42 29 10 13 2 4 
Casserole......... 16 47 g 23 3 2 
EsgCooker ....... 5 56 10 19 8 2 
| Chafing Dish... . 7 28 @ 23 24 10 
Double Boiler... .. 17 57 26 














WHERE APPLIANCES ARE USUALLY KEPT 
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C. G. Krantz 









Here's Dorothy, 18, doing a little slave driving with Dickie, 


13. The clock is 


Cc. GS. Frantz’ 


pet piece of furniture. 


The family of the president of the Apex-Rotarex Com 


pany in Cleveland reveal a diversification of interests 


66 OPS,” asked Martha, who 
was working a_ crossword 
puzzle on the living room 

floor, “What is a three letter word 

tg 
Adz,” replied C. G. Frantz. 

“How in the world did you know 
hat?” asked Joe, who is 16. 

‘Because I grew up on a farm 
lown near North Canton, Ohio, and 

» worked with one,” replied Father 

Frantz. 

Like the three blind men who des- 

ibed their visit to the elephant, those 
who paint C. G. Frantz never do the 
same portrait. Few who know him 
is an appliance manufacturer realize 
lis Horatio Alger career. They have 
io picture of the orphan boy who 
trudged to country school, full of 
folksy knowledge of when persimmons 
were ripe and maple trees ready to 
tap. Nor do they know the story of 
how he came down to Cleveland like 

Dick Whittington to London town, 

d worked all day, studied law even- 

igs, and found time to court a pretty 
girl at odd moments. 

\nd it is doubtful whether even in- 
timate friends could see behind the 
business man and discern the artistic 
side of the Frantz nature—that some- 


Mrs. Frantz was the schoolboy sweetheart of C. G, 
Favorite occupations are reading and sewing. 


Martha, who is 20, is the serious one. Likes nothing 
better than to work crossword puzzles lying flat on 
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the living room floor. 


thing which links the styling of hous — 

hold appliances, the collecting family se 

paintings, and the growing of beauifocker spa 

ful roses, all together. For C. 4 

Frantz is as much at home with 

Belle Poitevine or a F. J. Grooteny Mystery 
4 The Je 


bush as with a vacuum cleaner. 





world commonsense, a_ pragmatis 
like that of the late Edward Bok 
the Ladies Home Journal. C. 
Frantz was the first to buy a clos 
car, a Buick, in Cleveland. | 
sounded sensible. After seve 
months abroad recently, he introduc 
the serving of wine in his home. 
struck him as beneficial to heall 
Friends say he can see into the futum 
but he declares his conclusions # 
due to plainly visible reasons. 

However, the appliance indus 
deals with home making, and 1 
doubtedly a lot of the Frantz inspif 
tion stems from the six bo : 
boys and girls who make a bel 
of the Stillman place home. Hé 
he sits evenings and watches 
surge of life go by. Electrical Me 
chandising is happy to make a lf 
journey to his home, to present! 
fount of inspiration of one of ! 
leaders in the appliance business. 
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Jane, 21, knows perfectly well how to lick The children's hour in the kitchen. A scene that takes place every evening. Frank, 23, is a designer, once earned a 
in and help with the ironing. Where the girls try their hands at supper snacks. $25 prize for his parking meter model. 


- 
wad { 
na 

4 


i? 
He = § 


jhe . 
1 


family scene would be complete without the pet—in this case “Pompie”, The family living room, where life is cozy in front of the big fireplace, and the 
ocker spaniel who poses with Jane, who incidentally is the family musician. many diversified interests of the family—music and books—have full play. 


Mystery painting in the Frantz household, Darkroom of Joseph Clarence, 16, who is 
The Jealous Falcon" whose origin and going to be a photographer when he 
age is unknown. Jane offers words of advice to Mrs. Scott in the Frantz laundry. grows up. This is his darkroom. 
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EXCLUSIVE 
FEATURES 


you can 


SHOW, TALK, 
DEMONSTRATE 
right in your 
SALESROOM 


such as 


The Amazing Silk 
Stocking Demonstration 


Rubbing a sheer silk stocking on the satin- 
smooth surface of the new NORCELAIN 
AGITATOR without injuring a single fiber 
proves the amazing smoothness of this 
beautiful and colorful lifetime finish—a 
spectacular and powerful demonstration. 


When the sale hangs on what you can SHOW, 


TALK and DEMONSTRATE, count on 
NORGE. The new colorful Norcelain Drain- 
board with Agitator to match are the season’s 
smash hits for eye-appeal and pull prospects 
to the Norge display like a magnet. And this 
silk-stocking-smoothness test is the finest 
demonstration ever conceived for showing con- 































































































vincingly why clothes last longer washed the 
Norge way. In addition, a host of other features 
sell Norge for you—oversize tubs on several 
models; the obvious beauty of every model in 
the line; the unusual extra features on even the 
lowest priced models; the lifetime construction 
in every part—these and others are all features 
that you can SHOW, TALK, DEMON. 
STRATE. Get the facts about Norge and 








670 E. WOODBRIDGE, DETROIT, MICHIGAN 





given Norge dealers. 


Name — 


1940 


NORGE DIVISION BORG-WARNER CORPORATION 


Please give me details of the new Norge line, the merchan- 
dising and financing plans and the greater advertising support 





Firm 


Address 





City 


PAGE 24 


EM-106 


realize what a profit-builder is this 
great washer, backed by a great name. 


NORGE DIVISION BORG- WARNER CORPORATION 
DETROIT, MICHIGAN 
In Canada: Canadian Radio Corporation, Toronto 
Royal Kollator Refrigeration « Gas and Electric 
Ranges « Commercial Refrigeration 












Norge Washer Features 


] Beautiful Norcelain Drainboard 
in color 


Norcelain 


Drainboard 
3 Steam Seal heat holder 


Agitator to match 


Rubber insulation between tub 
and frame 


5 Oversize tubs on several models 


Tubs all-white porcelain, inside 
and out 
7 Splash-proof top 


4 Self-draining bottom 


9 Quick-emptying, non-clogging 
drain 


] 0 Power pump optional 


] 1 Tapered agitator drive, perma- 
nently self-fitting 

] y | Winged agitator lock cap and 
lifter for instantly removing agi- 
tator 

] 3 Damp-Dryer pressure cleanser, 
Lovell built 

] 4 Pressure selector on every model 


1 5 Lifetime guaranteed Lovell-built 
rolls on every model 

16F apap safety release on every 

] 7 eel safety interlock on 
every model 

] 8 peepee cae + lifetime bearings 
on every m 

19 vtec msany built Autobuilt 
Transmission on every model 

20 Heavy-duty clutch with Borg- 
Warner gears on every model 

21 Heavy-duty motor, lifetime lubri- 
cated, on every model 

2 Motor and transmission mounted 
in perfect alignment on base plate 
for smooth running and rigidity 

23 Extra rigid chassis with cross- 
bracing base plate to prevent 
weaving. Lifetime built through- 
out 

? Extra low center of gravity to pre- 
vent tipping 

25 Waist-high agitator control 


26 Extra sturdy legs, each bolted in 


four places 


27 Handy cord holder 


28 Gas engine models quickly con- 
vertible to electricity 

29 Approved by Good Housekeeping 
Institute and Und. Lab., Inc. 


30 Backed by the name and reputa- 
tion of Borg-Warner Corp. 


Send the Coupon 
for Details 


Zw NORGE sin 


MARCH, 
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BIG VALUE 


GERATOR 


BIG VALUE FEATURES OF 
NORGE MR-6 


ROMER a SEINE Ee Daa IRS: * 













































































ch 
a typical volume and profit model 
1. Oversize food compartment—6.65 cubic 
YO U CAN feet—nearly a “‘7”’ at the price of a **6”’ 
ub 2. 13.48 square feet of shelf area 
3- 5 shelves with shelf insert 
; p ROV FE | T 4. Stainless steel, sealed, odorproof freezer 
5. Refrigerated shelf for fast freezing 
a. 6. 2 standard, 1 wide, ice trays with rubber 
- io arids, freeze 8 Ibs. (72 cubes) at one time 
right in your 7. Ice tray release bar 
8. Ice-O-Bar for instant cube release at the 
refrigerator 
9. Exclusive Norge Handefroster 
S$ A t S Rk O M =a 10. Oversize crystal glass Coldpack 
ag | Te 11. Porcelain interior, acid resisting bottom 
* } . Aiea a ls 12. Automatic electric floodlight 


13. Sliding Hydrovoir under glass top 


: ] 14. New Norgite insulating door panel 
YOU CAN SELL , smeae a Y { 15. Heavy blanket-type insulation 
a- ; 16. Strikingly beautiful cabinet finished in 
a 
nd ‘ : 
zi- 


“ [ON THE BASIS OF 
r COST 


18. Royal Rollator Cold-Maker, permanently 
ry PER SQUARE FOOT OF 


oiled, sealed, refrigerant cooled 
19. 5-Year Warranty on Rollator Cold- 
Maker 


This is an exceptional range of features in 
a low-priced, big volume, full profit refrig- 
erator. 


BIG VALUE FEATURES OF 
NORGE AR-6A 








" || SHELF SPACE tnd mena mel 


2. 11.95 square feet of shelf area 

3. Stainless steel freezer with beautiful door 

4. Refrigerated shelf for fast freezing 

5. 2 standard ice trays with metal grids; 
1 double-width dessert tray 

6. Freezes 8 lbs. of ice at one time 

7. Large cold storage tray for meats 

8. Automatic interior floodlight 


« — and PROVE that 


~| NORGE 























oa 9. Lifetime white porcelain interior, acid 
1 se resisting bottom 
y 10. Steel cabinet finished in brilliant white 
[3— Norgloss 
nt 11. Sparkling chromium hardware 
h- 12. Beautiful black base with toe room 
: 13. New Norgite insulating door panel 
re= 14. Heavy blanket type insulation 
15. Royal Rollator Cold-Maker, permanently 
oiled and sealed, refrigerant cooled 
On any basis of comparison, the Norge line has tags make them a value sensation. Model illus- 16. 5-Year Warranty on Rollator Cold-Maker 
in what it takes to make sales AND PROFITS. trated is M R-6—nearly a “7” at the price of Compare these features with other lowest- 
Promotion models are competitively priced, yet a “6” and a typical Norge value. A complete = — and realize what super values 
packed with features that build up into wonder- _ line including excellent promotion models and 
ful advertising—and are really great values. profitable volume models; a great advertising a 
n- ° 7 ° * * 
Big volume and profit models are so big, hand- and merchandising program, new finance plans, S d th C 
ng some and so full of luxury features that they overnight service on wanted merchandise make en e Coupon 
border on de luxe merchandise and the price Norge worth investigating. f D i] 
= I ganng or VDetaiis 
[ NORGE DIVISION BORG-WARNER CORPORATION Investigate the complete line of Norge 
1940 DETROIT, MICHIGAN appliances . . . the opportunity for 
Cc 8 io CG ; fit fi tched it sales. 
NORGE DIVISION BORG-WARNER CORP. i gS eS eee wo dpa ee 
670 E. WOODBRIDGE, DETROIT, MICHIGAN ‘ Pe + = 
Commercial Refrigeration 








Please give me details of the new Norge line, merchan- 
dising and financing plans, and advertising support given 
Norge dealers. 









Name 


— ge NORGE isa0 
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Knoxville 







Leisure 


SPEC* 


Bucks the 


, Wiyter Stump 


Leisure House campaign gets dealers together in a 









cooperative drive to boost seasonal sales by 19 per cent 


Knoxville’s Leisure House kitchen in use C. O. Carpenter, Jr., general sales man- 

as a club and social room. This is one ager of the Knoxville Electric Power & 

BROTHER? of 45 club meetings held during the Water Board, sold the public on the 
r ‘ campaign. There was no charge. idea of the seasonability of appliances. 


“8 PANY 


A sample of the full-page space which 
dealers cooperated on and which used 


the Leisure House as a tie-in theme. 


problem, according to general 15-minute episodes was heard over show angle was handled in Leisur 
sales manager C. O. Carpenter, Jr., the local radio station at ten, Wednes- House Kitchen, a $5,000 lene 
and promoti mal manager Charles P. day and Friday mornings. This tran-  pjanned, all-electric kitchen and 
Ton ras of the Power and Water scribed program, a Mertens and Price sembly room installed in the Pow 
Board, who got up the program, was production, has in addition to its and Water Board Building by 
for the industry to sell the public on dramatic and human interest appeal Board as a part of the program. 








the idea of the seasonability of elec- many recipes and household sugges- The kitchen had two specific pu 
tric appliances—t » convince Margaret tions of interest to housewives and a _poses—semi-weekly cooking scho 5 
Charles P. Tombras, advertising and sales 2 Housewife that winter is just as goodly amount of copy on the advan- and women’s club meetings, socials 
promotion manager of the Knoxville Elec- desirable a time to install an elec- tage of electrical appliances woven ete. ‘ 
trie Power & Water Board, wes respon- tric range as spring. They rea-_ into the story. The advertising plugs To understand the conduct of 
sible for the program. soned that since electric appliances were utilized with dealer copy. cooking schools it is necessary 
ire used the year round there is no “Leisure House page” appeared one know the unique setup under whic 
: _ reason why they should not be sold day a week in each of the two local the Leisure House Campaign oper: 
H Mi to do to cushion the fall the year round except that the in- daily papers. This page under a _ ated. The Power Seesd a nor soi 
ind winter slun 1 electrica creased resistance in the cold months banner reading, “Leisure House—a chandising utility lind sed ‘ 
ner indise sales—t lats the had caused the industry to hiberate. home of today fashioned for modern kitchen feveiched the aa 
\ ie pear many a Carpenter and Tombras believed that living,’ was made up of a service ad __ staff of five home economists and 
ar Meg wes — res electrical when resistance is greatest is the paid for out of the “pot,” dealer ap- maid and took care of all other ex 
= ayy a es uae ge ane Sarat . pence ads and publicity stories and penses incidental to the operatior 
air Mien Metin cee eb wail bes these — ore they os goed B 30th the radio program the kitchen, such as food. Then eat) N 
oats Knoxville Electric P ants 1 ; lagen hag “T Prnecongg a —_ it. ae page were timed to co- sponsor purchased one or mort 
Fag ee ae ae ee rw en A — House Cam- precede a session of Leisure House shares in the promotion at $175 pe 
elite sabe Sedies dhnstekesl ra ees paign —a ou le- reben campaign of ooking School by only a few hours. share. The Power Board d mated 
ind resulted i1 os Sain rs rsh Dy a pesca not dominated by _Just as a picture is worth a host cash to the equivalent of three oi thes 
fa cg ey oy i a. ee a uy _ bars ; he cam- of words, so is a demonstration worth shares. The money paid into the 
va RAE ane “Si ies Gaile teed — jan rom October through to many pictures. Consequently the general fund was used to support the 
= to sad Mh Bose Rogge Ja a. pa sponsors determined to not only tell radio and newspaper advertising cai 
=F g n el ing was done by radio them through advertising, but to show _ ppaign. 
and newspaper. “Leisure House” in them through demonstration. The (Please turn to page 91) 
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abe THE CONSERVADOR 


+\ This patented shelf-lined Inner Door 

gives you 26% more quickly usable 
space! Two-fifths of all food at your 
finger-tips without opening main com- 
partment. No crowding in front, no 
wasted areas in back. Acts as a “storm 
door” —cuts electric bills, saves money. 








DRY COLD COMPARTMENT 


Some foods must have dry cold to pre- 
serve their purity. That’s why no mod- 
ern er is completely safe and 


& healthful without it. The Philco Re- 
frigerator has this spacious, separate 
Dry Cold Compartment for normal, 
all-purpose food storage. 
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FROZEN FOOD COMPARTMENT 


A huge separate chamber, specially de- 
signed for frozen storage. Yes, a giant- 
size space in addition to the regular 
ice-cube chamber. Plenty of room in 
this Frozen Food Compartment for 
packaged frozen foods, ice cream and 
delicious frozen desserts. 























MOIST COLD COMPARTMENT 


Now, you don’t have to cover foods to . 
keep them from drying out! This Moist 
Cold Compartment preserves the flavor 
and color of “left-over” meats and 
vegetables without covers or special 
dishes. Cooled by exclusive Freshener 
Shelf. .. only Philco has it! 


No matter what feature your prospect wants, the new 1940 Philco Refrigerator 
has it! And, in addition, new features and new services that no other single refriger- 
ator can offer... that mean extra sales and profits for you! Tremendous mer- 
chandising support ... generous dealer contract. See your distributor—or mail 


coupon now. 


MAIL COUPON NOW aap! 


eee em ees Em ce 
PHILCO RADIO & TELEVISION CORPORATION 
DEPT. No. 701, PHILADELPHIA, PA. 


Send complete details of your Philco Refrigerator 
proposition, including discounts and credit terms. 





COUNTY _ 





STATE... 
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Selling 
Water Heater: 


in a 3500 Meter Town 










































Howa 
Appi 
ITHOUT flour, salt, sugar despite gas competition. During the 
ind baking powder on his first six months of 1939 some 75 
helves no grocer could op- ranges were sold and 57 water heat- 
ate ese are his staples, the back- ers were sold by Ohio Power, which 
bone of his business, the things that shows that the combination story goes 
pi ny coaxing ver well. There are six dealers sell- : 
In the h yne of the ing in town and they sold 30 ranges, N 
iD sh ind 28 water heaters during the same 
You’ve got to have hot water for time. ; : 
shaving, hot water to wash you whelmt 
toofies with, hot water for your bat wm C 
ot wa ie laundry, hot water nnual 
for the dishe If ever there was a a thre 
taple it every family had to hay Keystor 
H.O ’ 130 deg. is one en 
t ! N ( ieless the elect nt P 
i is been a long t ngho' 
ng It has been man for 
. ket f than a ge e busi 
Perfected, it has had to wa te ” 
t setti up rate structures b Typical street scene in Van Wert, O., served by the Ohio Power " ~ 
itil vhich would enable it Company. installe 
co te h othe fuels Today mete 
es en. Tener credit 
veiled! 56.6 ver cent of ti That depends on them.” nCces | 
Wieleel Wintes tae o The average gas water heater suaded 
l¢ va eating. That means Van Wert has cost the owner aroun lew ol 
t 12683000 met ire prosp $10 new. _The utility offers the own .W he 
$15 for his old gas heater as a tract lisplay 
It has remained for utilities lik in. models 
Ohio Power Company to demonstrat The water in Van Wert is ve n A 
1 run-of-mine technique that gets r In Van Wert, Ohio Power Co. found that the fundamental trick is to keep nigh eee oe oe ee . “ a ¥ 
in this field. In one sentence ti ye “ is cistern water. One of the thinggg "ake 
, a man on the job. ROBERT L. BRICKMAN shows families what they can ‘ ’ ; . ho clei Dointin 
ppa ¢ Ohio Pow definitely count on in electric water heaters. that played into the hands of ad old , 
Company’s success has been the policy tric water heater there, it should 4g '¢ m« 
ue in exclusively on ¢ said, is the fact that the gas mai But 
task ect water heaters froze up about three years ago og " dith 
Take Robert L. Brickman, a rang: “We put our story over by driving heater which we prescribe for a for a month or two people had no “ = 
und ‘ wlesman for the home the safety angle of the electric family of four. We get $104 for a heated water. and th 
Ohio Power ( npanv. at Van Wert, water heaters,” he says. “We point 52-gal. heater for a family of six or But the fundamental strategy lg 'S to 
Ohio he town’s population is 8.472 to the fact that there are no fumes a family that does a lot of enter- in putting a man on the job and ket ~ ha 
The panv has 3.500 meters given off. We are in position to taining. ing him there. For example, in C# —— 
Phere are approximately 600 electric prove that the electric water heater “We have totaled up the various ton, Ohio, the Ohio Power Co. faces man t 
water heaters operating in Van Wert will give as quick a recovery as gas. utility bills in the town and know that different situation. In a _ town ° enti 
These are combination sales. 3y This is important to a woman on _ it averages around $3 a month for a 35,000 electric meters there are |," Wa 
oncentrating on ranges and water wash day. She wants to know defin- family to heat water with gas. We electric water heaters on the )® ats a 


° : ; . e . r > F rps credit 
heaters the utility has succeeded in  itely how much hot water she can make it perfectly plain to prospects Yet W. F. Morrow, manager 0! ! 







selling 600 homes on complete elec- count on. what it will cost them for hot water dential sales, put over the conveniens “"? 
trification which includes water heater, “Then we never sell an electric electrically based on average con- style and safety story so effective! Sut 
range and refrigerator. Incidentally water heater without surveying the sumption. Mind you, we make clear they are steadily making progt® — 
Mr. Brickman and his compatriots family and prescribing just what they to the family that these are averages A man who lives, eats and sleeps ee 
have sold 1,400 ranges in the town, need. We get $87 for a 30-gal. water and not what their bill will be exactly. water heaters is the answer. _ 
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Howard O. Stouffer, Jr. makes a refrigerator sale in the showroom of the Keystone 


Appliance Company, Lebanon, Pa. 


NE of the most amazing stories 
of persistence and refusal to be 
discouraged in the face of over- 
vhelming obstacles, a story of how 
$150 capital was used to develop an 
umnual appliance volume of $85,000 


three years, is the story of the 
Keystone Appliance Company, Leb- 
ron, Pa. 

Three years ago Herbert J. Ben- 


ninghoff, formerly an appliance sales- 
in for a local utility company, started 
| business as an independent dealer. 
He leased a storeroom and after it 
id been refinished and a few fixtures 
nstalled his original $150 capital had 
been used. He had neither capital nor 
edit with which to purchase appli- 
ances for his display room, but per- 
suaded a wholesaler to loan him a 
lew old models for display purposes. 
When he brought customers to the 
lay he had to explain that the new 
models had improvements and by using 
teal selling strategy he able to 
establish the customers’ confidence and 
make sales of new refrigerators by 
pointing out the superiority over the 
ld models he had on display. 
But after he had made sales he found 


TS 
USD 


was 


t dificult to deliver the merchandise. 
He had no credit with the distributor 
ind the finance companies were unwill- 


ng to finance the sales for him because 
¢ had no capital or stock. Delivery 
t each unit was a harder problem 


than the selling, and this discouraging 
situation was slightly relieved when 
s able to borrow a thousand dol- 
lars and to establish a $5,000 line of 
credit on customer paper with a 


imance company. 


But in a short time his sales con- 
sume the thousand dollars and the 
itance company notified him that they 
Would not extend the credit on custom- 








Three years ago Herb Benninghoff 
went into the appliance business 
on $150 capital; today the business 
is doing $85,000 a year 








HOW 


One Dealer 


Got Started 





ee 
wee 





Right: Herbert J. 
Benninghoff, __ right, 
and Howard Stouf- 
fer, left. 


ers’ paper beyond the $5,000 limit 
because of his own lack of resources. 
Through skillful manipulation, how- 
ever, he made arrangements with 
another finance company for a credit 
line to discount his deferred payment 
sales, and by playing one company 
against another was able to build up 
his credit line to $10,000. 

Even that insufficient because 
he was really selling appliances, sell- 
ing them faster than he could finance 
his customer accounts. At this point 
he formed a partnership with Howard 
O. Stouffer, Jr., who invested another 
$1,000 in the business and was also 
an experienced appliance salesmen. 
With the additional capital and their 


was 
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Above: Showroom 
of Keystone Appliance. 
On the left salesmen; 
on the right, Stouffer 
and Benninghoff. 


record of prompt payment to the dis- 
tributor, they were able to increase 
their credit lines with the finance 
companies. 

At the end of the first year these two 
men had rolled up a sales total of 
$43,000, had proved their integrity, 
their ability to manage a business and 
to meet obligations. At the end of the 
second year their sales totaled $65,000, 
and the total for this year is $85,000, 
but two additional were 
employed this year, and a branch store 
in a small nearby town was opened 
during the year and is managed by 


salesmen 


another salesman who works that 
territory. 
The firm also arranged to be the 







exclusive dealer of line in its 
territory and contracted to service the 
4300 electric refrigerators in use in the 
area. Having established their financial 
stability, the partners now find avail- 
able credit from local banking insti- 
tutions as well as from the finance 
companies. At present the firm has on 
discount more than $23,000 in cus- 
tomer obligations. Refrigerators are 
now being purchased in carload lots 
on the 90-day floor plan, and under 
this plan it has been found possible to 
sell a carload of units during the 90- 
day period allowed for payment of 
carload purchases. This also enables 
the firm to earn an extra discount of 
about 8% greater than when units are 
purchased in smaller lots. 

Major units sold during 1939 include 
240 refrigerators, 150 electric ranges, 
and a large number of smaller appli- 
An outstanding record was 
made by selling 125 radios in 2 months. 

The rapid growth of the business 
and the consequent growth of the sales 
organization has led to the develop- 
ment of a sales management technique 
which reflects the keen judgment of 
Jenninghoff and Stouffer. 

In handling the trade-in problem, 
most often the source of loss in appli- 
ance selling, the salesman _ takes 
responsibility for any units he accepts 
as a trade-in. If he allows too much 
for a used unit, he takes the loss. If 
he can resell a unit at a better price 
than he allowed for it, it’s his profit. 

Salesmen earn 10% 
refrigerators and ranges, and when a 
salesman takes a used unit in trade his 
commission account is charged with 
the amount allowed. He is also ex- 
pected to find a buyer for the used unit. 
For instance, if the 


one 


ances. 


commission on 


salesman allows 


(Please turn to page 95) 
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Get in on the Ground Floor of America’s Fastest 
Growing Industry — with 


— bE 
s. tee , 




















PHILCO 


YORK 


AIR CONDITIONERS | 


Amazing Improvements 
and New Lower Prices 
Mean Quick, Easy Sales! 


Less than two years ago Philco and York brought to the appliance dealers of 
America a new industry—portable air conditioning . . . at prices that opened 
up an entire new volume and profit market. In that short time Philco-York 
became the world's biggest-selling portable air conditioner! In fact, last 
season Philco-York outsold all competitive makes combined! 

Now, for 1940, Philco-York brings you a still finer, more complete line of portable air con- 
ditioners—a greater variety of models to cover every field and at NEW LOW PRICES. 
Easily and quickly installed—no plumbing, no wiring. Plug into any electric socket. 

\ marvelous product backed by the largest direct mail and national magazine advertising 
program ever staged in the air conditioning industry — p/us superbly beautiful window dis- 
plays, banners, streamers, electric signs and colorful descriptive literature for dealer use. 

Now every business or professional office, every 
home becomes a live prospect for Philco-York Air 
Conditioners. Never before such an opportunity 
to make quick, easy sales! No trade-ins . . . FULL 
PROFITS every time! See your Philco-York dis- 
tributor—or 


MAIL COUPON NOW! 


———— 


PHILCO, Air Conditioning Dept. 507 
Tioga and C Streets, Philadelphia, Pa. 


Please send me full details of your dealer fran- 
chise proposition on Philco-York Air Condition- 
ers, together with Discounts and Special Wholesale 
Credit Terms. Also send big, new Illustrated Book. 


There’s a Philco-York Air Conditioner for 
every size room, now priced as low as .. . 












NAME 
CC EE COUNTY 
CITY. = STATE 
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PHILCO ALL YEAR ROUND 


HOME RADIO + AUTO RADIO + TELEVISION + PHONOGRAPHS 
RADIO TUBES + PARTS + REFRIGERATORS + AIR CONDITIONERS + DRY BATTERIES 


MARCH, 








NOW- Real, Co 


cient Portable Air 
at a price the p 


mplete, Effi. 
Conditioning 
vblic can pay! 


**+ Wrings the moist 


dust and pollen. --COOLS it 


work in peaceful 
door weather! 
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Attic fans give Waller Electric 
Co., Shreveport, La. Its Start 











Aided by James J. Reeves, Waller does all of the fan selling for the firm. 


Where Waller Was Different In 
His Attic Fan Selling 


@ HE first placed one in his own home and used it as a demonstrator. 


@ HE calls on trade in the morning, makes surveys in the afternoon, closes 
in the evening. 


@ HE has his own installation crew. 





@ HE discovered that air conditioning and attic fan people don't mix. 












@ HE trains his customers not to start the fan until late afternoon. 






@ HE realizes that the proper installation is 50 per cent of a satisfac- 
tory job. 


@ HE has a kitty for his bird-dogs. 


@ HE realizes that a man with a $175-$200 income is a prospect because 
he has his own home. He knows that railroad towns are good for attic 
fans sales because so many men sleep at home during the day. 







® HE is able to make his prospects understand that the attic, like a 
bathtub, holds only so much air and you can't get more in if you pull the 
plug and let out what is already there. 






id 3) 
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P. D. Waller believed in attic fans—and 
he bet on the right horse. 





This glistening vitrolite palace of appli- 
ances is the result of that energy for 
pioneering. 











ITTLE Dorothy, who with her 
dog Toto, was blown into the 
wonderful land of Oz, is not the 


only person in this world who has 
benefitted by a strong breeze. 

When P. D. Waller, down in 
Shreveport, La., looks at the hand- 
some vitrolite plated building that 
houses his electrical firm, thumps his 
chest and says, “Mine, all mine,” he 
doubtless gives thanks to attic fans 
and what they have done for him. 
For, due too Waller energy, attic fans 
have probably reached the greatest 
per capita saturation in Shreveport of 
any place in the country. 

[t all came about a couple or three 
years ago when a hot shot attic fan 
salesman tried to sell his boss. 

“Attic fans—horse feathers,” 
the boss, figuratively speaking. “Who 
in Shreveport knows a durn thing 
about attic fans?” 

P. D. Waller, listening, did not 
share the opinion. A long time ago 
he realized that electricity’s role in 
life was to temper the wind to the 
shorn lamb. In this case its job 
promised to cool off the perspiring 
Louisianan. Waller dug down into 
his jeans, bought an attic fan and 
tried it out in his own home. The 


relief from the beating, soul-searing 


snorted 


+ 

t 
1 
I 


heat that smothers the southern 
United States was wonderful. He 
brought friends in, and they said, 
“Wow, where can we get something 
like that?” 

As a result P. D. Waller quit his 
job and struck out in business’ for 
himself. Don’t get the idea that 
everything was milk and honey and 
manna fell from Heaven fell on him 
at 4:30 p.m. daily. Shreveport had 
some air conditioning jobs in the 
homes of the wealthy. The 
were inclined to holler “rats” when 
anybody said air conditioning to them. 

The Waller technique in selling 
has never favored particularly the cute 


owners 


little model homes about the size of 
dog houses in which to demonstrate 
fan operation. Rather, the salesman 
prefers to take a prospect into an 
actual home which has an attic fan, 
set him down hot and perspiring. All 
the windows have been closed and 
the joint is like a bake oven. The 
Waller salesman presses tl 


starts the fan, and in three nutes 
the prospective customer is being 


kissed by cooling breezes from off the 
Gulf of Mexico. That chango-presto 
does the trick. The prospect gets a 
sample of what really can happen, 


(Continued on page 36) 
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Streamline design. 

Totally enclosed motor. 

Self-lubricating bearings, 
with wool-packed oil 
reservoir. 

Chrome plated fan 
blades. 

Quiet operation. 

Easy-to-mount frame. 


Establish a new 
idea of value 





Free display stand to jobbers 


and their better dealers. 











THE SIGNAL 
VENT FANS 


® Respond in a strikingly 
comprehensive way to the 
demand for something mod- 
ernly different, yet practi- 
cal, efficient and dependa- 
ble atoutstandingly lowcost. 
Streamlined, these fans are 
value-plus. Characteristics 
usually identified only with 
fans in much higher priced 
brackets include the feat- 
These 


fans are adaptable for in- 


ures shown above. 


stallation in walls, windows, 
Write for 


complete catalog. 


and transoms. 


® Ask your jobber to show 
you these new ''Challenger"’ 


fans. 











10”— $9.80 list 
3 12”—$12.50 list 
SIZES | 16_$16.50 list 


Send for our new 
1940 catalog. 














SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 


Offices in all principal cities 





He Blew Himself Into the Electrical 
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This shot was taken at inventory time. 


and have gone into his own home on 


numerous occasions when the floor 
was hot enough to fry eggs, he real- 
izes that here at last is relief. 

Soon the words “Attic fans work 
for Waller” got bruited around and 
he was busy selling the Gold Coast 
or whatever the Ritzy residence sec- 
tion of Shreveport may be called. 
Before the hot season of 1939 ar- 
D. Waller had checked up 
approximately 500 attic fan sales in 
Shreveport. His average price was 
around $300. As a result of his fan 
he blossomed out into an 
which included York 
room coolers, RCA radio, Hotpoint 
ranges, and ABC 

James J. Reeves 
ind H. H. Otto had arrived on the 
scene to aid him. 

Today, Waller and Reeve toil alone 
m air conditioning and attic fans. 
Chree salesmen who worked on attic 
didn’t click. Further 
specialization took place in 1939 with 
H. H. Otto working on York room 
coolers exclusively, 


rived P. 


business 


electrical line 


refrigerators and 
ind Easy washers. 


fans business 


inasmuch as he 
has spent time at the factory and has 
The company’s four 
other appliances and 


ict as bird dogs on attic fan jobs. 


specialized. 


salesmen sell 


Naturally such an American Mag 
zine success story couldn’t take p 
in Shreveport without a lot of 
dealers jumping into the picture. 

Waller says that he has five « 
petitors today selling air conditior 
in Shreveport and some 15 firms 
selling refrigeration. Nevertheles: 
believes that there is a lot of “k 
how” in attic fan installation : 


gives his firm a definite edge. At 


fans cool because of the air mot 
flowing over the body. 

There is quite a trick to get the 
pulled into the house with suff 
velocity to do the job comfort 
and effectively. After an attic 
it in, 
late it to the customer’s taste. H 
too, he is adept. 

A third weakness of 
selling attic fans is to put in at 
stallation that is too small to be 
cient, in order to meet a price. 
D. Waller simply sends the cust 
to some of his users and let t 
judge the result for themselves 
proof of the pudding lies in the eat 
as the old saw has it. 

And that’s the story of what 
man did with attic fans in 
with a population of 76,655 souls 


dealers 


Shreveport, a city of 76,655 has a Greek temple at the head of its business street 
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it is quite a nice job to reg 
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(SHELVES-IN-THE-DOOR) 


Shelvadors sell at $99.95 to 
$249.95 with models designed for 
easy sales steps all the way up! 


You can instantly fit any family 
need and pocketbook! 


Crosley incorporates the best 
features of 1940 electric refrig- 
eration, and only Crosley has 


the Sheivader. THE CROSLEY CORPORATION — CINCINNATI 


Prices slightly higher West of the Rockies.) POWEL CROSLEY, Jr., President Home of “the Nation’s Station” —WLW—70 on your dial 
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Sell the Home Cooling FAN 
that Builds Your Reputation for 


—QUALITY 
—DEPENDABILITY 


24 BREEZ AIRG 


ITT Cooling fan business 
is growing every year 
for those distributors 
and dealers who insist 
on handling quality 
fans - - - the only kind 
that "Buffalo" has 
made since the incep- 
tion of home comfort 


cooling. 


Breez-Air Fans are 
rated according to 
the Standard Test 
Code of the National 
Association of Fan 
Manufacturers. Be- 
cause they operate at 
slow speeds, and have 
properly designed 
wheels, they are very 








quiet. 


CooL 
NIGHT 


cnt User - satisfaction 


comes from quiet, 
coo. trouble - free oper- 
NIGHT - 
ar ation, from perform- 
ance in accordance 
with accurate ratings. 





lf you want to go into the home cooling fan business to stay, 
to grow, and to make money, write or wire us for full details 
regarding the Buffalo Breez-Air Fan franchise. 


BUFFALO FORGE COMPANY 


205 MORTIMER ST. BUFFALO, N. Y. 
Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 


© BREEZ-AIR FANS 


for Home Comfort Cooling 
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Stoker Users Buy 


Electric Water Heaters FR « 


The Utah Power and Light Company Finds 
Many Reasons for Promoting Coal Stoker Sales 


AST fall saw the Utah Power and 

Light Company sponsoring an 
active campaign for the promotion of 
coal stokers in Salt Lake City and 
vicinity. The fact that the stoker uses 
a small 4-h.p. electric motor is perhaps 
reason enough for such an interest. 
So also is the fact that the coal indus- 
try is one of the largest users of elec- 
ricity in Utah and anything which 
furthers its welfare in a way increases 
the possibility of bettering this load. 
The main reason why the power com- 
pany took the lead in this program of 
cooperative advertising of automatic 
coal stokers, however, was because it 
discovered that it was the owner of 
the coal furnace who was the main 
purchaser of electric water heaters. 
Where a gas furnace is installed gas 
water heating usually also goes in and 
frequently also, a gas range. 

A survey of local conditions showed 
that the regular gas furnace was the 
main competitor to the coal furnace in 
Salt Lake City. When the purchaser 
of a gas furnace added a gas water 
heater to his home conveniences, he 
closed the door to the sale of an elec- 
tric water heater for some time to 
come. The way to sell electric water 
heaters, then, was to keep people heat- 
ing their homes by coal. And the way 
to encourage the increasing use of the 
coal furnace was to sell people auto- 
matic stokers. Hence, we find the 
electric company advertising stokers 
and joining in the cooperative pro- 
gram to encourage their sale. 






GOSH! | JUST REMEMBER. 
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The figures of the survey made 
the power company showed that si: 
1935, 3,334 furnaces had been insta! vance 0 
in Salt Lake City, of which 1,720 wef ore issu 
coal furnaces and 1,608 gas or gx. 
conversion equipment. During ‘ovember 
first four months of 1939 the perce: The car 
age of coal furnaces installed increas 
to 55 per cent, at the same time ¢! 
gas installations dropped to 44 pefiMirected t 
cent, with oil at 1 per cent. Howeve fine to th 





nree fron 


itive buil 





a good part of the coal furnaces werfbyilders, 
installed in old homes. In the <i 
houses, gas furnaces were outsellinfrs, etc. 
coal, 58 per cent being the 1938 figurfilin: home 


for gas, while stokers installed in ne 
homes had dropped from 25 per cer 
in 1936 to 15 per cent during 
year 1938. 

In analysing why gas furnace s 
have increased in new homes, it \ 
found that gas furnaces, especially 





jan Was 
speculatively built homes, had tvfpent of 
appeal of lower first cost compared users. 
the coal furnace and stoker combi: 
tion. In 1938, 32.7 per cent of home Prograt 
built were speculative and in the fi 
four months of 1939, 53.6 per cent The pr 
the homes started were built on spé { stoker 
lation. With new home building on: n comy 
increase, this competition assumed nt by 
significant proportion. The Aw 
Accordingly those industries 1 ition” 
interested in the coal market ker in 
organized by the Utah Power anfirected 
Light Company into a stoker ilers, 
paign. They include the cof c tractors, 
panies, the coal dealers, the stok ilers. i 
dealers, the utility companies and t ts, plu 
; and stoke 
i ularly bs 
yne 
e publ 
vertise 
TS a 
nute 
nts v 
r St 
es da 
Adver 


uso 6m 
Stoups ; 
bill | 


It is « 


- ae 


| LEFT THE ELECTRIC COCKTAIL SHAKER RUNNING ‘urna 












In planning the campaign, 
ermits were studied. It was 
t new home building permits 
ied every month of the year; 
construction was 





heaviest 
rch through November, with 


test number issued mgd 
| 
| 
| 
| 


ee a ae 2 al 


Furnace installation rec- 

a four-year period showed 
through December the 
yst active in furnace installa- 
th October, first; September, 
Becot ind November, third. 
B<tallations likewise were 
se months. To have prelim- 
lvertising and selling done in 


ds 
les 


as 


—eey 
y 


~ 


Gas 
heaviest 


inst val yf the time building permits 
the major program was 
from July to 


- re issued, 


rated mid- | 


paign was concentrated on 
First, was to the specu- 


per The can 


tive builder with a special campaign 
+4 rected to his interests. Second, was 
including contract- 


eS yilders, architects, building 


we ne to the trade 
supply 
electrical contract- 
third directed to 
hgurli@hc home owning and home buying 


plumbers, 


1tselling rs, et The was 


15 
selling 


and 


economy appeal of 


eI The advertising plan 
ng t sed, coupled the 
1 

(Udi 

ice and 


automatic stoker. 


with the idea of con- 


associated 


\ financing 


cleanliness 


was developed to offer time 
$8 per month 


pay- 


about pur- 


Program Begins With Meeting 


The program began with a meeting 


a a i stoker dealers, July 21. Organiza- 


g ont n completed, f letters was 


un kent by D. B. 
e Aut 


a series 
Manley, 
ymatic Heat-with-Coal 


by the coal 


secretary of 
Asso- 
and 
Letters were 
builders, 
contractors, electrical con- 
dist and 


nsulation dealers, lumber deal- 


sponsored 
et Boker industry of Utah 
} c al 


2 
arcnitects, 





1 
ridutors 


trical 


real estate 


ker dealers. Each letter 


operators, 
partic- 
brings out the self interest of 
The campaign to 
carried in 


nents in three 


newspaper 
Salt Lake 
One- 
announce- 


ind 
dramatized 
used 


KSL and 


one Ogden paper. 
radio 
were September 


Stations KDYL five 


@ -- 
7 : laily. 
> ve 


rtisements offered a free esti- 


automatic coal heat for the 

i e with a return coupon. The health 

#} peal of a warm home automatically 

5 pt at perfect temperature by the 

‘) ‘ tomatic electric stoker was stressed 

} the advertisement. 

| Fifteen hundred broadsides were 
meet, mailed to the interested trade | 

toups and 24-sheet posters were used 

bill boards. 


difficult to estimate results from 
campaign, but it is perhaps 


that water heater sales in 


5s in 


ive increased markedly during 





t vear. The 1938 record was 
2 r heaters, sold by both power 
y and dealers. In 1939 this 
LA, g 1 reached 1,013, an increase 
= rol both dealer and utility chan- 
te s. Apparently quite a few people DETROIT 
buying automatic  stoker 
SG 
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ITS THE PART THAT DOES 
THE WORK THAT COUNTS 


A woman isn’t interested in technical selling talk... 
but, being a smart buyer, she does like to know why 
a thing is good, when you say it is. In heating ap- 

pliances, for example, she doesn’t 

care whether the element is made 
.. but 
you do, of course. When the ele- 


of Chromel or fence wire . 

















































ment is Chromel you can then 
assure her of what that means in 
good service that she’ll get from 
her range, toaster or iron. It means 
that the device maker has done all 
that can be done to build depend- 
able service into his product for 
customer benefit. The additional 
service life that has been developed 
in Chromel in the last few years 
tempts us to boast of it! But just 
remember, “it is the part that 
does the work that counts,” and 
Chromel as the heating element, 
does do its work superbly well for 
you and your customers. 


CHROMEL 


ELECTRICAL HEATING ELEMENT 


USED IN MILLIONS OF APPLIANCES 


HOSKINS MANUFACTURING COMPANY 


Lawton Avenve at Buchanan St. 
MICHIGAN 
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Joint Charge Account 


1umbe g coun Che 
la ] V1 ist ¢ are either or 
da ) ash, con i This 
definitely re ed a i udvat 
», ( IO i = { 4 s¢ 1 ’ 
i i\ larg ly 
9 ‘ . ad 
) \ o Pp s¢ t 
l i 9 I 1 
9 wit iving 
the } l edit ives 
bch Sa mn seve il 


ve ] ) the 
il l 1 lOve 

l i I the nature of 

i joint credit acount negotiated 


ugh the Fidelity Acceptance Cor- 


poration. This company awards credit 
Is to duly credited and investi- 
gated customer who would like to 
with any or all of these firms, 

1 iter en les 1ts possessor 

yurchases n ide fron he 


merchants 


standpoint of the pros 

the plan means that 
may be made on a 
end 
a number of purchases 


ng at the yf the month 
made 
several firms will be billed as 


single account and may be paid with 


rhe electric companits who make 
use of the plan do not have to keep up 
an expensive credit department in 
order to handle these separate accounts 
and further have the 
| 


being on 


advantage of 
which is given to 
holders. The Fidelity 
advertises its services to 


the list 
credit card 
Company 
local housewives, including the list of 
participating firms in all advertising 
For the service, it makes a small per- 
The 
of course, pays nothing except 
his usual bill at the end of the month. 
Merchants participating in the plan 
‘arry a small card in the window stat 
ing “Charges Accepted on Fidelity 
Credit Cards”. 


centage collection charge. cus- 


tomer, 





"Try me" says this mixer at a Church Supper. 


Free Trials in Churches 


‘it~ late Gardner Howland of the 
Commonwealth Edison Electric 
Shop found that women didn’t like to 
buy appliances when there were 
uund ; they liked to 
pussyfoot up alone and try out a device 


and get acquainted 


crowds of pe yple ar 
with it. 

An unknown dealer, reported by H. 
E. Jordan, advertising manager f 
Hamilton-Beach, 


for 

is Capitalizing on this 
Howand by means of 
hurch kitchen 


Hanging aroun 


discovery the 


1 the 41,310 church 
kitchens in America are a lot of 
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women, gossiping and with time on 
their hands as they prepare meals. 
This smart dealer tucks a mixer or 
some other appliance under his arm 
and sets it up in the kitchen, with the 
label “Try Me.” There for a week 
or ten days the women who come and 
go get a chance to play with the mixer 
at their leisure, discover how they 
like it. “Sometimes,” this business 
man reports, “the demonstrator comes 
back damaged and I have to take a 
, 


oss on it. However, this is nothing 


compared to the number of women 
who are filled with an active desire to 
ywn such an appliance.” 





Kitchen Fans Used 


Summer-Winter 


HAT 85 per cent of the accus- 

tomed owners of kitchen ventilat- 
ing fans use them both summer and 
winter was a discovery made recently 
by the Kansas City Power & Light 
Company in a survey. 

Forty women who live in Red Seal 
homes in which kitchen ventilating 
fans have been in use from one to two 
years contacted. They were 
asked if they liked their fans and to 
what use they were put, and when 
they were used. 

Eighty five per cent of the women 
reported they liked their fans and 
found them valuable aids for a com- 
fortable kitchen, and this number used 
them both summer and winter. On 
the other hand 7.5 per cent used them 
in summer only, and 7.5 per cent used 
them in winter only. Of these women 
60 per cent declared that they used 
their fans to remove smoke, cooking 
odors, fumes from the kitchen, while 
another 15 per cent reported the same 
use but mentioned kitchen cooling in 
addition. 


were 


Only 2 per cent of the women inter- 
viewed use their fans for kitchen 
cooling alone. 






The only objection to kitchen venti. 
lating fans mentioned was that they 
were hard to clean and this objection 
came from women who had gas r 


: ; “ag ges 
installed in their kitchens. 


Buy 6 Bulbs 
Get One Free 


RATE reduction among domestic 

and commercial customers without 
much loss of annual revenue is being 
tried with much success by the Flor- 
ida Power Corporation, serving the 
west coast of the state. 

The New Business Department, un- 
der the direction of R. A. Giedd, js 
giving away a 100 watt GE mazda 
bulb with the purchase of six other 
bulbs totaling 375 watts. By getting 
the customer, especially the small con- 
sumer, to use larger bulbs the rate 
reduction is causing little loss in an- 
nual netted revenue. The rate reduc- 
tion was instigated to affect the small 
consumer almost entirely, and it is 
among this group that many of the 
free bulbs are going. 


Sell the Housewife 
Her Own Equipment 


6é HERE is no need to offer any 
trade-in allowance for an ice- 
box when making a refrigerator sale,” 
says E. J. Feldman of Medford, Ore 
“Just sell the housewife the idea that 
the old ice-box is an excellent storag 
space for vegetables and food stuffs 
which do not need refrigeration. It 
is well insulated and usually retards 
dehydration. On the farm, the old 
refrigerator will have a number 
uses around the barn. Its value, moved 
to the back porch or the basement and 
converted to general utility storage, 1s 
far greater than the amount of money 
which could possibly be allowed for 
as a trade-in. Sell the housewife 
her own equipment and you won't need 
to buy it from her.” 





her own home. 


own kitchen. 





Model Kitchen for Individual Demonstrations 





This model kitchen in the store of the Walker Electric Company of Boise, Ida., 


is effectively used for demonstrations. Mr. Walker does not believe in group 
selling, however, and these demonstrations are staged for the benefit of the 
individual prospect who thus has the opportunity of seeing the particular appli- 
ance in which she is interested in action under conditions similar to those in 
The attractive layout inspires many a housewife with a desire for 
modernization which is the first step toward an eventual transformation of her 
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Rise 


Vital Money Makin 
Such about the 


Sensational 
Sales Opportunitie 


with 1940 Zizi: 
COOL=’ BREEZE 
" DLUG-IN-TYPE 


A Brand-New Source 
of Revenue for You! 


Vide-awake appliance distributors and dealers in 

FLOOR MODEL 
hese United States know a good thing when they (Window Model 
see it. They don’t have to be pushed, cajoled, Available ) 


t forced into a profitable deal. 
Lay the facts before them and they’ll ACT—and quickly, too. 


Just read the “High Spots” in the scroll above. That’s enough to say Bie cathe een * 
ere (we won't bother you now with details)—but it’s a blessing, in 24 Pris is 
hese days—with price-cutting wars raging—to be able to get hold of a uy 


ine that pays a man-size profit to you and your salesmen. a 


mF 
Some good territories are now closed. But yours may still be open. 3m 


‘ou can find out by mailing the handy coupon. We'll send you the facts $ oH 
0 detail, too. 


oupon erty now. 
, ma SOG 


AIRTEMP DIVISION 


HR’SLER CORPORATION, - DAYTON, OHIO 
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SELL RITTENHOUSE CHIMES 
FOR CUSTOMERS’ SATISFACTION 


1 )pette” TONE QUALITY 


The use of special chime alloys, plus 
correct acoustical design and superb 
craftsmanship result in the matchless 
tone quality of Rittenhouse Chimes. 
We invite you to compare it with 
others. 


pelle” stviine 


A variety of graceful, decorative 
themes. Many nationally famous 
interior decorators are using Ritten- 
house Chimes—proof of their style 
acceptance. 




































Improved, simple, “fool-proof” mech- 
anisms developed by Rittenhouse 
engineers. Strong, rugged construc- 
tion. Every chime is carefully tested 
before leaving factory and fully 
guaranteed against any defect in 
material or workmanship. 


potter VALUE 


Whatever Rittenhouse product you 
may buy you are assured of full value 
for the price. For only a few cents 
more than the lowest, you can buy 
Rittenhouse quality and prestige 
that can't be obtained elsewhere at 


: President 
any price. 


$6.95 to $11.50 
THE A. E. RITTENHOUSE CO., inc. Dept. 611, Honeoye Falls, WN. Y. 


NATIONAL ADVERTISING BUILDS PUBLIC 
ACCEPTANCE 
Rittenhouse is the chime 
line the public knows 
best because of con- 
sistent advertising over 
o period of years. For 
customer-satisfaction 


RITTENHOUSE 


DOOR CHIMES 


lauseher ping 
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Water Heater Salesmen 
Need Toys for Demonstra- 
tion, Says Atlanta Man 


“ EMEMBER the days when for 

one subscription to the 
Youth’s Companion and 15 cents you 
could get a toy upright steam engine 
that whirred like a bumblebee and 
filled the house with the screeches 
from its whistle?” asks C. J. Bass of 
the Georgia Power Company. “Well, 
that’s what we water heater salesmen 
need to sell water heaters with. 


new 


“There is more downright, abysmal 
ignorance about what makes electric 
water heaters work, and what they 
are, than any other electric appliance. 
People say to me, ‘How do you get 
the electricity to heat this water—do 
you use an motor?” As a 
matter of fact we sell more electric 
water heaters in Atlanta to working 
men than to well-to-do white collar 
families. The richer folk depend upon 
their servants say-so. And then want 
to see 


electric 


the flame heat the water, won’t 
believe it can be done without 
fire. 

“Then too, when you are selling the 
water heater you are selling some- 
thing intangible. Of course you 
cut there with a book of photographs 
of homes where they have been in- 


some 


or 
gO 


stalled and some literature, but there 
are two salesmen who can do business 
with something they can demonstrate 
to one who can sell an idea.” 

C. J. Bass is high up in the batting 
average of the water heater salesmen 
working for the Georgia Power Com- 
pany. Armed with customer cards he 
gets most of his leads from canvass. 
He finds that in Atlanta out of 1,000 
customers there will be about 400 
without any water heater at all, often 
without the income to buy one. Of 
ihe 600 remaining he finds that around 
100 will have an automatic type 
heater, 200 will heat water with coal, 
150 will be using a sidearm heater 
and about 50 will be warming their 
water with oil. The side-arm 
and oil using customers are his meat. 
He finds that the most effective sales 
like this: 

“Just as gas is the deluxe idea for 
heating the house, electricity is the 
deluxe way of heating water and cook- 
ing. Now 


coal, 


story runs something 


; : 
the electric water heater 


Toy models help visualize the appearance and workings of products, says C. J. 
Bass one of Georgia Power's top-rank water heater salesmen. Such a toy 
he says, would help sell electric water heaters. 
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applies the heat within the water a 
not to the outside of the tank. It do 
not become less efficient with us 
You get an 80 per cent efficiency wit! 
electricity, 50 per cent efficiency wit 
flame type water heating, plus 
added disadvantage that sludge in the 
water gets baked in and insulates th 
tank walls, and thus your bills go » 
“Since a flame type tank has to hay 
air circulating around it you can’t get 
the insulation you can with an electric 
water heater. For 8 cents a day you 
can have 15 gallons of hot water for 
bath, and 10 for dishwashing. Eve 
*f you have gas water heating in y 
house, you have got to remember y 





Here 


don’t get the low rate only when ture: 
furnace is on.” adva 

The typical electrical water heat 
= new 


deal sold by C. J. Bass consists 

40 gallon twin-unit which costs t 
customer $99.50 installed. He gets : 
per cent down and the deal pays 
in 24 months. 

His gas competition has a propos 
ion which consists of an instantaneous 
automatic gas water heater with J 
gal. tank for $84.50 installed with the 
old heater taken in trade. This sell 
tor $38.50 down plus $1.75 a mont! 





Trade-ins Build Later Sales 


HE customer who purchases 


second-hand appliance is bound ‘ Gen 
be a prospect for new equipment prof 
far shorter time than the man Cam 
buy ~w in the first place. W* . 
Uys new in the ae place "gs ing « 
this idea in mind, Peter J. Bur 
Com 











head of the electrical department 
the C. C. Anderson Co. of Bow 
Idaho, welcomes the acquisition ‘ 
trade-ins in his department. Thes 
find ready sale to householders fot 
whom this marks the initiation to the 
use of an electric washer, or rangt 
or vacuum cleaner, as the case maj 
3ut he does not end the sale hert 
He puts down this customer's 1 
on the schedule for prompt , 
sistent follow-up. Salesmen work 0 
a 30-day, 60-day, 90-day follow-# 
And before very long they fi 
that the customer, now accust 
the electrical way, is ready to 
his old appliance with something | 


be. 


basis. 


ter. This time a new app! 
sold—and the trade-in com 
to be used again as an enterin: W 


for a larger sale. 


LECTR | 

















New G-E Electric Ranges on your display floor will automatically 
start many a sale. Their gleaming white beauty and advanced de- 
sign are sure to attract immediate interest. And new G-E models 
cook faster and use less current than ever before! ‘New CLEAN 
SPEED 5-Heat Calrod Units throughout, Tel-A-Cook lights in 
color, famous G-E Tripl-Oven, Broiler Meter, Automatic Oven 
Lighting, and dozens of other salable features. 





COOKING REBUS 
HERES HOW 10 MANE BETTER COOKTD 


Bate Cts = oe Bp Caw ote 


oy 


iin FOF 


7 10K PLECTRICALLY 


We = RR nr ee em at Sr eee a a 

| See oc eee ee ey Nee ee eee comm $6 Tay 
Here’s a dramatic and easy way to tell the great G-E Range story. Pic- | in =e eve fy 
tures and “Props” show how the General Electric Range gives ALL the z 
advantages of modern electric cooking. There’s nothing like this startling 
new G-E “Cooking Rebus”. It puts real showmanship into range selling. 



















General Electric Range dealers are out to break all previous sales and 
profit records. You can get a grand start with the big G-E “Sale Blazers” 
Campaign for April and May! “Cut yourself in on the profits” by phon- 
ing or wiring your G-E Distributor today for all details. General Electric 
Company, Appliance and Merchandise Dept. J-0413, Bridgeport, Conn. 


| | 
GENERAL & ELECTRIC 
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- * “ Dame 


DEPENDABLE 


WHAT = 
The Recognized Byword = 
for!))Controlled Heaters | the Public Thinks ote 


ve 





Saree 


vol ul 
“COOKERS” F:. 


Some of the misunderstandings are 
hereby checked by Miss Mary Lois 
Etchison of Oklahoma Gas & Electric Co. 





ils are 


ntly ar 




















e stor. 


*(What the trade knows elsewhere as roasters Preeti 
are called “cookers” in the Oklahoma territory) spies 
stomers 
— egs,° 1 new co 
IKE most other utilities, the Okla- Ss 
homa Gas & Electric Company is Siete 
interested in having the appliances in ay aa 
the homes used. Having pioneered > Rettin 
in the distribution of electric cookers, lt of ‘ 


A. A. Brown, felt that it was time 
to check up and find out just how 
they were being employed and appre- 





ciated. 
While it is impossible to sum up itchen 

the results of the survey made by the 4 

home service girls, Miss Mary Lois the 

Etchison, home service director, tells 

Electrical Merchandising, nevertheless 


ge 


#The()Constant 
Level Oil 


; A QUES1 

C . iV | e they were able to establish a run of memb 
onrrol Vaiv 3 

mine opinion which the customers c Light ; 


on YOUR Heater 


held. A list of these compiled by Miss 


‘ led tha 
Etchison follows: 


strict =m: 
reaus for 
these p 
stomers | 


. 1. People have been given the idea 
Dependable as the Tides! wos een 
rs come out deliciously cooked. Nothing 


is said about the importance of cor- 





Mary Lois Etchison, Home Service direct 





Oklahoma Gas & Electric Co. lelling 
Every day, in communities large or small, throughout -_ selection and preparation. es plans f 
the country, Manufacturers, Jobbers, Dealers are proving Pe Information about the placement meats and vegetables without the a Four of 
anew that “A-P CONTROLLED” is one of the most of the racks is incorrect or inadequate. tion of any water. Pacific | 
POTENT Sales Points they have for Oil Burnin 3. Cool cookery has been stressed In order to correct these wroj™parate de 
Heater customers! POTENT, because the A-P Contro to the point that people ee the impressions training classes for sale™ions for 
means DEPENDABILITY in Heater operation — ac- ye ee 0 5 = ee girls were organized. These classmile one c 
curacy, safety, economy in fuel control — plus the wel- a Menv matting, Son tte were conducted in the Electric Ba pate gro 
come possibility of COMPLETELY AUTOMATIC oodhont noe ker to 500 deg. always, ve. samt gest who — sory F 
TEMPERATURE REGULATION! gardless of the temperature at which ~<a in rind tomineny ae ring 1938 
For this reason the majority of leading Heaters USE A-P .<c -? be = — The things which were done $50 to $13 
CONTROLS .. . Use them because Sales Records prove ne ne eee ott ents _ salesgirls’ classes to correct the wri case of 
that they make Heaters sell faster, easier, and avoid a - “ 23 a ag see ag impressions were: side arc 
costly service calls after the sale. ee eee 1. The laboratory method was wi plan anc 
can do all of your cooking with a The salesgirls prepared all of ‘§0nly two 
The A-P Constant Level Oil Control is an important SALES cooker.” They tell customers to use foods and cooled them in cooke@l actual s; 
TOOL. Use it with YOUR prospective customers. grid part of the broiler for heating They gained knowledge of the cfs furnis 
DEPENDABLE Heat Control is the ONE thing they water or making coffee. ; rect timing, temperature and plac" plans p 
expect in any heater. It’s a powerful “Buy-Word” when met rege ta 2 oe make it ous of goods to get the best results. [Ms furnis| 
your Heater is A-P controlled. Write for your copy of ed my ete rv a gree! a ie _ 2. These cooking processes WM plans g 
the "A-P Album of Heater Selling” and for A-P Mer- so gag Berets — Rong a included in the food lessons: ns drawn 
chandising Aids, Display Cards, and Statement Folders. seaiiene ah died Gas Meek teen — meals peoniee , mg 
np S sak a g were ¢ 
* For more satisfied users and additional profit, display have to have the additional part for Broiling Roasting of melmive com 
and talk A-P Automatic Temperature Control Ac- oe a Preparing an entire cooker full §™sh play 
“eer 8. Many people confuse “thermo-  . . : : 
cessories! RS MRS gt ale aaa food for a large group. pany ty 
statically controlled” with “fully auto- wh a b 
matic.” They expect the cooker to 3. A complete study of “hogan 
ALITOMATIC PRODUCTS COMPANY turn off when the food is cooked. ture of the cooker was mad bh the gh 
2400 MORTH THIRTY — SECOND STREET 9. The idea of waterless cookery 4. Information on actual cos Med Yor 
MILWAUKEE ® WISCONSIN has been over emphasized. People operation of cookers was givel. . , a 
think they should be able to cock all the girls were taught to ead ” 
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neration costs on appliances of dif- 
ttages. 

ussions included the best 

Mensils ior various cooking processes 
B.d the most efficient use of the 
ker when several foods were to be 


ke 
) 6. 71 correct connecting of a 
ker a home was discussed and 
ited. Overloaded circuits 
uate voltage discussed 
clear to the members of the 


were 


Some planning of 
ker meals was done. 
h week a number of requests 
from the class members for 
s to be included in the next les- 
e n, They anxious to have the 
tual experience of preparing them 
S they would know how to do it. 


complete 


were 


The results of this training course 

). ve very gratifying. Sales 

are selling cookers intel- 

ntly and they are all telling the 

story. The majority of them 

bought cookers to use in their 

n homes and they interested in 

e appliance. Complaints from cooker 

have diminished and calls 

; new cooker customers reveal that 

using them more 

iciently. A regular training course 

s been established for girls 

r lighting as well as cookers as a 
sult of this first course offered. 


been 
more 


are 
tomers 
» housewives are 


sales 


itchen Planning in 
the Pacific Northwest 








A QUESTION NAIRE sent to utility 
members of the Northwest Elec- 
ic Light and Power Association re- 
led that six companies in that 
strict maintain kitchen planning 
reaus for residential customers. Five 
these provide original plans for 
stomers building new homes or re- 
lelling their kitchens; the sixth 
s plans furnished by manufacturers. 
Four of the power companies in 
Pacific Northwest have established 
se wrol™parate departments in their organi- 
for carrying out this work, 


e direct 


for s tons 


se clas: due 


one company works through an 
tric Buamtside group of architects. The five 
inde mpanies providing original plans 
rs of t@tmished designs for 1,111 kitchens 
ming 1938, at a cost which ran from 
dont 0 to $13.00 per plan drawn up. In 
the w! ase of the company paying $13, 
side architects were paid $5 for 

was well plan and $8 for a color scheme. 
I] ot Unly two companies keep a record 
1 coke actual sales made as a result of 


ms furnished. Of these, one reports 
y plans put into effect out of 196 
Mis furnished. Of these, one reports 
' plans put into effect out of 196 





1s sdrawn. The other company pro- 

ns iplans for 150 kitchens, of which 

" » Were actually carried out. 

ng of meFve companies of those reporting 

ker full sh plans to dealers free. One 
pany furnishes plans to dealers 
ugh a bureau operated by a coop- 
‘Wwe group of industries concerned 

le Mi the various phases of home build- 
‘0 which the dealer must belong in 

oe * to obtain the service, paying a 

ad MDErs ip fee. 

NDISIN 
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AN AWAR D 


for Advancing the 
American Standard of Living 


Mr. Donald A. Deems, inventor of the 
Steem-Electric Steaming Iron received the 
for dis- 
the field of 
science and invention which advanced the 


American Standard of Living. This award 


Modern Pioneers ‘Scroll of Honor" 


tinguished achievement in 


Deems at a testi- 
monial dinner sponsored by the Chamber 


was conferred upon Mr. 


of Commerce, Associated Industries of 
Missouri and the National Association of 
Manufacturers. 





NEW! 


AUTOMATIC STEEM - "$095 


Complete with Approved Cord and Plug '§$ 
Grip-on-Funnel and Asbestos Pad .. 


STREEMLINE MODEL 


Complete with Approved Cord and Plug 
Grip-on-Funnel and Asbestos Stand 


APPROVED BY UNDERWRITER’S LABORATORY 


The Original 
STEEM-ELECTRIC IRON 


‘Adds Further Proof to its Unchallenged Leadership 


It was to be expected that the sensational success 
| of the original Steem-Electric Steaming Iron would 
| encourage other manufacturers to produce steam- 
ing irons. That is the penalty of success. 


offers the dealer the 
standard of perfection which has been the result 
of years of experience and pioneering ...... 


EX MSCALLS 
Pokotic! 


But only “Steem-Electric” 


pe aL 


Be | 





LINE UP WITH THE LEADER! Feature Steem-Electric and share in its 


value and acceptance. 


"”g design pertormance 


direct or confacfing our 


1940 


Only “Steem-Electric’ can boast of nationwide 
dealer acceptance from leading department and 
specialty stores . .. only “Steem-Electric” has 
won nationwide consumer acceptance ... and 
now to be honored for advancing the American 
Standard of Living “Steem-Electric” adds another 
reason why it should be the first choice of dis- 
criminating dealers. 


NATIONALLY ADVERTISED! 


Every dealer will benefit from the Steem- 
Electric's tremendous advertising campaign 
which includes leading magazines and radio 
broadcasts. Millions of your prospective cus- 
tomers will be SOLD through Steem-Electric’s 
large advertisements which are NOW ap- 





pearing in such leading magazines as 
LADIES’ HOME JOURNAL; WOMAN'S 
HOME COMPANION: VOGUE: HARPER’S 
BAZAAR: HOUSE & GARDEN: BETTER 


HOMES & GARDENS; McCALL’S and others. 


unchal enged leadersh p in advertis 


You can secure complete dealer information by writing 


jobber in your territory. 


1720 LAFAYETTE AVE., ST. LOUIS, MO. 
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Howe You Doiny ? 


For years prior to 1939, the tremendous ironet 
market was sound asleep. The introduction of the 
DO-ALL, in June last year, brought this potential! 
to life... started HORTON dealers on the road 
to quick sales in a market representing bette: 


than 22 MILLION American homes. 


In the past 5 months, HORTON DO-ALI 
IRONERS passed all competitors and, accord- 


ing to reported figures, accounts for FIFTY 


PER CENT of all Portable Lroner sales. 


The HORTON DO-ALL has cracked this Lroner 
market wide open with exclusive features that 
are maintaining DO-ALL leadership . . . 
1. Thermostatic heat control 
2. Automatic finger-tip control 
3. Roll open at both ends 
Largest shoe and roll... irons 2200 


square Niieitee per minute. 


No other Portable Ironer can give you all 
these features. Write now for details! 


ORTON 
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compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


ELECTRIC WASHERS 


With a volume higher in units than 
the comparable volume of any previous 
January, January 1940 sales were re- 
ported at 112,298. While in units this 
represented a gain of 10.29%, the dollar 
gain stretched 11.60% over January 1939. 
This was due to the fact that prices 
obtained this year were about two dol- 
lars higher per washer than a year ago— 
averaging $72.40 in 1940 against $71.75 
in January 1939. 

Following estimates of industry sales 
of household electric washing machines 
come from the American Washer & 
Ironer Manufacturers Association: 
eee 112,298 washers 
SONS Tc. ci veucwes 101,821 washers 
Jamey TSG. cc ccccvcas 66,437 washers 
a ree 110,030 washers 
January 1936.........:. 107,675 washers 
January 1935........... 80,143 washers 


Saturation, January 1940—14,579,000 
homes or 59.6% of total wired homes. 


IRONERS 


With the major part of the gain con- 
centrated in the portable “Below $30” 
models, electric ironer sales of Janu- 
ary exceeded the comparable unit output 
of last year by 6.81%. However, be- 
ause of this increased buying of the 
lower priced ironers, the retail dollar 
volume fell 84% short of the January 
1939 volume. 

In classifying the electric ironer sales 
into price groups for January 1940 ver- 
sus January 1939, the American Washer 
& Ironer Manufacturers Association re- 
ports the following changes: a gain of 
65.72% in the portable “Below $30” 
models, a gain of 42.30% in the “$30- 
$49.99” models, a loss of 22.17% in the 
“$50-$79.99" models, a gain of 1.52% 
in the “$80-and-Over” models, and an 
overall gain of 6.81% 

As will be seen from the following 
records of industry sales, January, 1940, 
holds third high place 


January 1940.............10,373 ironers 
Famunty T998. i). << cccs .... 8,208 ironers 
a). er 8,967 ironers 
January 1937... ....15,857 ironers 
January 1936...... ...-13,316 ironers 
January 1935........ . 8,031 ironers 


Saturation, January 1940—1,552,000 
homes or 6.3% of total wired homes. 


GAS ENGINE WASHERS 


Retailing at slightly better prices but 
running 14.32% behind the 1939 unit 
comparative, January 1940 sales of gas 
engine washers reached a total of 6,930 
units. According to further data com- 
piled by the American Washer & Ironer 
Manufacturers Association, prices per 
washer averaged $92.41 in 1940 against 
$90.70 in January 1939, and as a result 
of the higher 1940 prices, the dollar 
volume was down but 12.70% com- 
pared with the unit decline of 14.32%. 
In contrast with Januarys of other years 
the 1940 performance was disappoint- 
ing, occupying the second lowest place 
in comparable records of the past six 
years: 

January 1940.. 6,930 gas engine washers 
January 1939.. 8,088 gas engine washers 
January 1938.. 6,174 gas engine washers 
January 1937. .11,724 gas engine washers 
January 1936..12,855 gas engine washers 
January 1935..12,855 gas engine washers 


VACUUM CLEANERS 


Continuing the upward trend started 
twelve months ago, January sales of 
floor cleaners advanced 17.82% over 


January 1939, while hand clea: 
lowed suit with a lead of 14.74: 
floor cleaners the January 1940 
of 92,806 units represented the 


highest January of all time—being 7) 


short of the January 1939 volun 
99,887 units. For hand cleaners 
January 1940 volume of 27,362 
was runner up to the January 1937 
ume of 32,520. 

January 1940..... 92.806 floor 
January 1939...... 78,753 floor 4 
January 1938...... 99,887 floor clear 





January 1937..... 92,056 floor clear 
January 1936......74,733 floor cleane 
January 1935...... 60,180 floor clear 
January 1940......27,362 hand 
January 1939......23,846 hand 
January 1938...... 24,873 hand 
January 1937......32,520 hand 
January 1936......24,999 hand ne: 
January 1935......18,744 hand clear 


Saturation, January 1940—11,834 
homes or 48.4% of total wired home: 


RANGES 


Starting 1940 off with a bang, 
NEMA range membership sold a 
of 36,395 household electric ranges 
January—a gain of 29.64%, or 8 


ranges, over the January 1939 NEM 


volume. Apart from the comparison 
January of last year, the month’s vol 
was almost triple the December 
sales of 13,429 ranges and almost d 
the November 1939 sales of 19,008 rang 


CS ere 36,395 rang 
| Seer ee 28,074 rang 


Saturation, January 1940— 
homes, or 10.3% of total wired homes 





ROASTERS 


With the large sized roaster, capa 
“over 15 quarts,” constituting 912 


f the month’s unit volume, compa‘ 


with 82.18% a year ago, the January | 


sales of household electric roasters 
NEMA members showed an overall 
gain of 47.13% over January 1939 
types of roasters, the January 1940 
sales varied as follows with compar 
sales of last year: 7-to-10 quart siz 
loss of 68.85%; 11-to-15 quart size 
increase of 19.40%: over-15-quart 
an increase of 63.29%. Average pr 
of 1940 are slightly lower in all | 
small sized models: 


January 1940......... ..9,612 roastes 


ke 6,533 1 


Saturation, January 1940 — 1,00 
homes, or 4.1% of total wired homes 


REFRIGERATORS 


The refrigerator industry ope 
with the largest January volum: 
tory. Sales totaling 234,662 
lectric >] . od 53.52% we 
electric models, soared 53.52% abov 
comparable 1939 volume and 36.% 
that of 1937, the previous high Jan 


January 1940.......234,662 refrigera! 
January 1939....... 152,849 refrig 
January 1938....... 104,984 refriger 
January 1937 ...171,405 refrigera 
January 1936....... 119,764 refrigera 


The trend toward the larger s:z¢ 
was again demonstrated in the 
sales. According to NEMA, the 
6-cubic-feet-and-upwards accou 
76.54% of the January 1940 
against 64.82% in January 193 


Saturation, January 1940 
homes, or 56.0% of total wired 
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Electrical Merchandising Review of the Month 


March, 1940 








COMMERCIAL CREDIT 
REDUCES FINANCE 
RATES 


NEW YORK—Commercial Credit Com- 
panies have announced new finance plans 
r 1940, which call for a considerable 
reduction in the finance charges required 
the appliance buyer. This general 
juction in finance rates applies to ra- 
, as well as all other home appli- 
ances. The new, more simplified Com- 
rcial Credit chart entirely replaces 
all standard charts in dealers’ hands. 
Along with this rate reduction Com- 
mercial Credit announces two new plans 
dealer operation in addition to its 
present plans, 
The new Dealer Reserve Plan permits 
e dealer to receive a large portion of 
finance charge as a special reserve 
to apply against his contingent liability 
n paper discounted. Twice a year the 


lealer receives any excess amount over 
small percentage of his outstanding 
paper 

Howard L. Wynegar, President of 
Commercial Credit Company in com- 
menting on the Dealer Reserve Plan 
said: 


“We recognize and appreciate that 
more sales and larger gross profits do 
not always result in greater net prof- 
its in any business. The appliance 
dealer has proven himself to be one of 
the outstanding merchandisers com- 
peting for the consumer dollar. His 
manufacturer and distributor have 
given him a sales discount which re- 
tailers in most other lines would con- 
sider extremely liberal. And yet the 
average appliance dealer’s net profit 
all too frequently shows an insufficient 
return on sales or capital investment. 
One major reason for this is the drain 
on profits resulting from the special 
cost incident to selling on a time pay- 
ment plan. The new Dealer Reserve 
Plan introduced by Commercial Credit 
Company provides a reserve to the 
dealer which should be more than 
ample to stop this profit leak and give 
the dealer the full profit to which he 
is entitled on the time sales of his 
merchandise.” 


As an 
| 


merci 


optional plan for dealers Com- 
Credit also offers a Purchaser 
ount Plan at the same rates to the 
x public. Under this plan, how- 


al 








instead of the dealer getting a re- 
serve, a discount is given to the pur- 
faser who pays his account promptly. 
It is entirely up to the dealer whether 
f not it is to his advantage to select 
rae 


‘ne Dealer Reserve Plan, the Purchaser 
Yiscount Plan or the Limited Liability 


DI 
Plan 


PETRIE RESIGNS 


RIPON Wis. R. |. Petrie has announced his 
"esignation as president and general man- 
‘ger of Barlow & Seelig Mfg. Co., manu- 
‘acturers of Speed Queen washers and 
roners. Mr. Petrie plans to spend a few 
weeks with his family in Sarasota, Fla. 





Apex Pioneer 





James S. Kirby, scientist and mechan- 
ical research worker, responsible for 
many of the important inventions on the 
Apex Electrical Mfg. Company's appli- 
ances, was one of a number of scientists 
recognized recently when he received a 
Modern Pioneer Award of the National 
Association of Manufacturers at Cleve- 
land, Feb. 7. 


Camos Resigns from Utility Electric 
ST. LOUIS, Mo.—E. J. Camos, for 


the past seven years sales manager ‘or 
the Utility Electric Company, St. Louis, 
has resigned his position, effective 
February 15, and plans to go in business 
for himself. 


Details of his new venture will be 
forthcoming at a later date, Mr. Camos 
said. 


TWO CAMPAIGNS UNDER 
WAY IN NEW YORK CITY 


Refrigeration, Cleaners, 1.E.S. 
Lamps and Irons Featured 


NEW YORK—Two appliance cam- 
paigns, one on automatic refrigerators 
and the other on smaller household ap- 
pliances were announced recently to co- 
operating dealers representatives by E. 
F. Jeffe, vice-president, Consolidated 
Edison Company of New York, Inc. 

The campaign on automatic refrigera- 
tors will be secondary to the smaller 
appliance drive during March, April and 
May, and will include twelve nationally 
advertised brands. 

The principal features of the refrigera- 
tor drive, called the “Triple Five,” are 
(1) 5 years to pay, (2) $5.00 down, 
(3) $5.00 allowance for old ice boxes. 
Cooperating dealers will have the op- 
portunity for additional earnings through 
participation in various “pools” which 
will be set up by each of the distrib- 
utors. In March, April and May, the 
primary promotion covers the General 
Electric Company’s de luxe tank : type 
vacuum cleaner, the Artistic 6-way 
LE.S. floor lamp, and the Proctor 
Never-Lift automatic iron under a spe- 
cial arrangement which the sponsors 
have named “Consolidated Edison’s 
Newest Bargain-Plus.” 

The vacuum cleaner was listed in the 


New York territory on January 3, 
1940 under the Feld-Crawford Act at 
$62.50 with a maximum trade-in allow- 


ance for an old cleaner of $10.00. Dur- 
ing the campaign this cleaner will sell 





Modern Pioneer Award to Belden 





CHICAGO—For his invention of soft rubber attachment plugs, Hugo Wermine, 
chief engineer of Belden Manufacturing Co., Chicago, was given the Modern 
Pioneer Award by the National Association of Manufacturers. 
congratulated by other executives of his company, H. W. Clough (center) and 
Whipple Jacobs (right). 
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He is here being 








for $36.00 cash with the buyer's old 
cleaner. The deferred payment price 
during the campaign will be $2.45 down 
(which includes sales tax), and $2.45 
a month for fifteen months. 

The “Special Purchase Privilege” is 
available only to users of Consolidated 
Edison service who upon the purchase of 
the vacuum cleaner may at the same time 
buy for $2.95 an Artistic Lamp Manufac- 
turing Company 6-way L.E.S. floor lamp 
complete with shade and bulbs which 
now lists for $21.90. Under the “Special 
Purchase Privilege” the customer may 
buy a Proctor automatic iron, which 
lists at present for $12.50, at the special 
campaign price of $1.95. The lamp and 
the iron, however, must be bought at the 
same time as the vacuum cleaner. They 
may be included in the vacuum cleaner 
terms at the same monthly payment of 
$2.45 for two additional months. If 
the iron is not desired by the customer 
the lamp may be bought in combination 
with the vacuum cleaner at the cam- 
paign price. Each of the items included 
in this campaign will carry the Elec- 
trical Testing Laboratories tag, certify- 
ing that the appliances have been found 
by test to comply with the requirements 
of the Electrical Testing Laboratories. 





FRIGIDAIRE SETS UP CUS- 
TOMER RESEARCH STAFF 


DAYTON, O—An entirely new 
activity for its sales and marketing de- 
partments is announced by the Frigidaire 
Division, General Motors Sales Corpo- 
ration, with the creation of a “Customer 
Research Staff” which began active oper- 
ation about February 15. 

In formulating a program for this 
new activity, company officials declare, 
Frigidaire will follow closely the meth- 
ods originated by the Customer Research 
Staff of General Motors Corporation 
which has pioneered many new ideas in 
this growing field. 

For a number of years, General Motors 
Corporation has been building its prod- 
ucts and developing sales policies based 
on the findings of its Customer Re- 
search Staff. Frigidaire, it is announced, 
plans similar studies in order to develop 
its lines of electric refrigerators, elec- 
tric ranges, electric water heaters, electric 
air conditioning units, and commer- 
cial refrigeration equipment, in a man- 
ner that will conform much more closely 
with specific desires of users and poten- 
tial buyers. 

Although Frigidaire will have the ad- 
vantage of profiting from the experience 
ot General Motors’ original customer re- 
search activity carried on in Detroit in 
connection with the automobile market, 
‘fficials emphasized the fact that the 
new activity, with headquarters in Day- 
ton, will be a completely separate one, 
devoted wholly to work in the air con- 
ditioning, refrigeration and home appli- 
field. 


ance 
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How Many Hounds | 
Make A Pack ? J 


reachec 
Kansas 


i 
City th 
ing th 
census 
showec 
territo 
Star a 


feed it 
sneezec 


ND that’s how many advertising hounds we're releasing through 
national magazines to ferret out vacuum cleaner prospects for 
G-E Dealers! 50,000,000 hounds to create store traffic! 





Every one of these millions of advertising impressions will sing one 
song of profit — “Go to your G-E Dealer”. Any wonder G-E is first 
among brands sold exclusively by independent dealers. 


water 
Storag 
4)-gal 
contai 
and k 

Gist 
In 1940 every other vacuum cleaner sale will be made through a enced 


dealer — your hunting will be easier if you follow our Hounds. 


Ask your G-E Distributor to explain the new A-B-C Plan for 
“Additional Profit Opportunities” in 1940 — then join the hunt! 


G-E has a complete line of cleaners — both floor and 
tank models—priced to meet every merchandising need. 


GENERAL 6) ELECTRIC 
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| 1523 STOKERS SOLD IN 


KANSAS CITY IN BIG CAMPAIGN 


KANSAS CITY—When, a year ago, the 
Kan-as City Power & Light Company 
| into a cooperative stoker selling 
iign with electrical dealers and coal 
unies, the news of this event made 
nes across the country. It was an 
experiment to see if the stoker, operated 
electrically, was not a worthy foeman 
1e gas heated furnace. For the gas 
ympany, using its house heating as a 
stepping stone, was threatening to go 
after the cooking and refrigeration load 
as well as water heating. 

e year’s report issued by A. R. Stock, 
Sinclair Coal Company, and deus ex 
n ina of the campaign, indicates that 

test has gone over with a bang, and 
W be continued in 1940 and probably 


irther than that. In Greater Kansas 
City there had been installed prior to 
February, 1939 a total of 1,676 stokers. It 
as taken years and years to accumu- 


late this number. From February, 1939, 
the first of 1940 there were 788 instal- 
lations made—equal to nearly half of the 
all-time number. Up to 1939 there were 
1,264 domestic placed and 1939 
saw 670 added to this total. The adver- 
tising campaign in the Kansas City Star 
reached out for easily 200 miles within 
Kansas City, winning friends and influ- 
encing people. 
In this radius exclusive of Kansas 
City there were 735 stokers installed dur- 
the year, compared with a previous 
census of 1,696. In short, the grand total 
showed 1,523 stokers placed in the total 
territory influenced by the Kansas City 
Star advertising as compared with 3,364 
hat have been sold prior to the campaign 
dealers now have 4,887 stokers to 
feed in this area, a tidy total not to be 
sneezed at. Furthermore, many sales 
were not reported, Sears Roebuck not tell- 
ing what they did in St. Joseph, Topeka 
and Lawrence 
Financed through 


jobs 






Coal 


the Kansas 


City 


Power & Light Company were 143 house 
hold stokers. An analysis of the first 
hundred stokers sold revealed the fol- 
lowing : 


14 were installed in new homes 

26 replaced gas or oil heat 

56 replaced coke burning furnaces 

4 replaced miscellaneous heating 
devices such as soft coal, etc. 

100 

Electrical dealers showing these stok- 
ers also got orders for 26 electric ranges 
along with hot water heaters and refriger- 
ators at the same time 

The Coal Dealers Association has en 
tered into a three year program with the 
Kansas City Power & Light Company 
which was to be terminated only if the 
results did not justify its continuance. 
The following program is proposed for 


1940: 


(1) Promotional advertising in the 
Kansas City newspapers similar 
to 1939 

(2) Additional aids to builders of 
new homes through a subsidy to 
introduce complete coal burning 
equipment to this field 

(3) Support to the stoker industry in 
setting up an outstanding exhibit 
at the Better Homes Show, com- 
parable with that of 1939 

(4) In cooperation with the Kansas 
City Power & Light Co. to set 
up an all-electric exhibition hall 
with modern coal automatic 
heating plant installed. 


In this connection the Kansas City 
Power & Light Company is again giving 
consideration to a five-year payment plan 
instead of the present three-year plan. 

Retail coal dealers of Lincoln, Ne 
braska, and Omaha borrowed the cam 
paign advertising during the year 1939. 


COMMONWEALTH EDISON LAUNCHES 
DEALER TIE UP ON WATER HEATERS 


CHICAGO—Some 1500 electrical 

rs and plumbers tore open envelopes on 

desks recently and found in them 

i cooperative campaign on water heaters 

ng offered by the Commonwealth Edi- 
Company. 


deal- 


“Our experience since June 11, 1938, 
vhen we first entered the water heater 
business,” said Commonwealth Edison, 


has definitely proved that there is a 
vast market for this efficient appliance 
n Chicago. This plan applies to Clark, 
General Electric, Hotpoint and Westing- 
heaters. An improved electric 
water heater must be of the automatic 
storage type, with a tank of not less than 
4)-gallons capacity. Oil heaters must 
ontain two heating elements, an upper 
and lower.” 

Gist of the plan is to offer an experi- 

ed water heater salesman to help 
lealers close sales. Water heaters are 
lelivered by Commonwealth Edison to 
ustomers and service is in accordance 
with its established policy. Customers 
approved by the utility’s credit depart- 
ment can finance the sale of their water 
eaters on the following terms: 

(1) Up to 36 months to pay. 

2) Six per cent per year carrying charge 
on the unpaid balance of the sale. 

(3) Minimum down payment of $5 on 
heaters selling up to $150 and $10 
on heaters selling for $150 and more. 

(4) This financing without recourse to the 
dealer. 


use 





r. Chicago Dealer gets a 15 per cent 
nission on the selling price of the 
ric water heaters he sells. In case 
reverts, the commission must be 


ided to Commonwealth Edison. 
alers will enjoy an installation allow- 
ance for the cost of installing approved 
heaters of $43 per water heater for elec- 
circuit 


and plumbing allowance 
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which includes the wiring from meter 
fitting to water heater, installing separate 
circuit switch and plumbing required to 
install. A service wiring capacity allow 
ance will be made which includes replac- 
ing existing service and service head to 


meter fittings with one adequate for 
future requirements, including ranges. 
Where the meter has previously been 


moved out of doors, a $15 allowance per 
building is made. Where the meter is 
moved out of doors in connection with 
water heater installation, $10 per build- 
ing is made. And $12 per meter is 
allowed for moving. 

The Commonwealth Edison Company is 
allowing $10 toward trade-ins in connec- 
tion with sale of water heaters. 

Last May’s cooperative electric water 
heater campaign is still being carried on. 
Chicago dealers who prefer to stock 
and sell water heaters as heretofore may 
continue to operate under that plan or 
both plans. 

Customers of course, must be those who 
get Commonwealth Edison Company 
service and the utility reserves the right 
to discontinye the plan on 30 days notice 


Bandoli Leaves Kelvinator 


DETROIT—M. S. Bandoli for many 
years associated with Kelvinator in a 
key capacity recently resigned to accept 
the position of general sales manager 
of the Victor Adding Machine Com- 
pany of Chicago, Illinois. Victor is a 
nationally known manufacturer of of- 
fice appliance equipment. 

For the past 10 years Bandoli was 
active in many phases of Kelvinator sales, 
and this past year he played an im- 
portant part supervising the installation 
and development of a number of factory 


test branches 





1940 





Jeff Wilson Hangs Up a "Record" 





RCA-Victor had a national competition on phonograph record albums recently 
and top man turned out to be Jeff Wilson of the record department of Krich- 


Radisco, Newark distributors of RCA, Kelvinator-Leonard and Bendix. In the 
photo: Sy Kody, record manager for K-R; John F. Wirtz, RCA; Jeff Wilson and 
Paul R. Krich, vice president during the presentation of the award. 


Jenkins Music and Gibson Team Up 
Wholesale MAJOR APPLIANCE DIV. 


JENKINS usic 
STROMBERG CARISIN- Giese” hich ania 
- Automatic LAUNDRY QUEEN WASHERS 













Jenkins Music Co., Kansas City distributors for Gibson ranges and refrigerators, 
showed their 1940 line at the Hardware and Implement Show recently. In the 
picture: J. L. Stephens, Gibson sales promotion manager; G. F. Likens, sales 


supervisor; J. L. Bretz, Kansas representative for Gibson; |. R. Loosen, service 
manager; and K. G. Gillespie, manager of the wholesale major appliance division 
for Jenkins. 


Laundry Salesmen Go to School 





More than 20 appliance salesmen of the Central Hudson Gas & Electric Co., 
Poughkeepsie, N. Y., went on a visit to the G-E plant at Bridgeport recently, 
toured the factory, and then went to school under the direction of Mrs. Ruby G. 
Littlefield, director of the E-E home laundry institute. Business was pressing, and 
also washing. 
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Gunning for a bird ealled 


PROFITS? 





Now combined for a healthy profit every 
month in the year: America’s No. 1 line 
of Commercial Refrigeration— plus G-E 
Automatic Heating— plus G-E Air Condi- 
tioning. Get full details on the franchise 
in your territory. Send coupon below. 


COMMERCIAL REFRIGERATION 


Pr 

le ‘ 
' 

= 4 
~ 


A complete line of quality 





beverage coolers, food stor- 


commercial refrigeration age cabinets, etc., meets 


every prospect’s needs. 


HEATING AND AIR CONDITIONING 


including water coolers, 


—-—— 





Heating equipment, oil or AirConditioning for rooms, 


gas fired, for warm air or whole houses, shops, thea- 
tres, hotels. And you don’t 


need special training. 


radiator heat. Plus a con- 
version oil burner. 


Complete lines built to sell, now may be under one franchise 


GENERAL @ ELECTRIC 


AUTOMATIC HEATING, AIR CONDITIONING 
and 
COMMERCIAL 
REFRIGERATION 















SEND COUPON OR WIRE TODAY 














vene = 
{ GENERAL ELECTRIC COMPANY, Div. 199-123 i 
; Bloomfic Id, New Jersey 
: Please give me full details on the G-E Franchise for this territory. : 
‘ i 
; Vame _Address naira . ; 
i ' 
' ' 
' City State i 7 ' 
‘ ' 
Ne J 
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Production Up—Prices Down 


Production of fluorescent lamps has been stepped up so in the past few weeks 
that General Electric have announced price reductions averaging 15 per cent 
effective March |. Girls in the testing department (above) are testing 12,000 
lamps a day. They run their hands or an induction coil up and down the lamps 
which light them thus cleaning up foreign gases in the lamps. 


NEW BOOKLETS ISSUED 


WAGNER ELECTRIC 


The Wagner Electric Corporation has 
ust released a new 18-page bulletin on 
air circulating and ventilating equipment, 
containing a full discussion of where and 
how to use this type of equipment for 
both cooling and ventilating purposes. In 
addition, the bulletin illustrates and de- 
scribes the complete line of Wagner fans. 
Write to Wagner Electric Corporation, 
6400 Plymouth Avenue, St. Louis, Mo. 
Ask for Bulletin FU-22. 


SIGNAL ELECTRIC 


The complete line of Signal fans for 
1940 is shown in the new catalog just off 
the press, including illustrations and de- 
scriptions of the new Deluxe 16-inch 
oscillating fan, the new 10-inch stream- 
lined oscillating fan and the new “Chal- 
lenger” line of vent fans. A copy will 
be sent upon request to Signal Electric 
Mfg. Co., Menominee, Mi 


higan. 


ELECTRIC AIR HEATER CO. 


In an attractive 16-page circular, full of 
illustrations and drawings, the new built- 
in-wall type Electromode and the new 
portable Electromode heaters are de- 
scribed. This circular is published by 
The American Foundry Equipment Co., 
555 3yrkit Street, Mishawaka, Indi- 
ana, manufacturers of the “Electromode” 
unit heater line. 


S 


Nice Housing Order for Westinghouse 





George E. Evans, chairman of the Hous- 
ing Authority of Pittsburgh. is shown, 
left, signing an order for 3,073 West- 
inghouse refrigerators to be installed in 
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WABASH PHOTOLAMP CORP. 


Camera fans who take flash pictures 
flood pictures or home movies, will wel 
come the new Wabash Exposure Guide 
that has just come off the press. In 
16 pages, this little pocket guide lists all 


popular roll films, film packs, miniature 
films and cut films, with complete ex- 
posure tables on their use with any 


camera. A special page is devoted to flas 
with focal plane cameras of either the 
miniature types or the large 4x5” Speed 
Graphic or Graflex focal plane camera 
All popular home movie films with ex- 
posure tables are also listed. Write for 
your complimentary copy to Wabash 


Photolamp Corp., Brooklyn, N. Y. 


LAU BLOWER COMPANY 


If you are interested in attic ventilating 
fan business—and wide-awake dealers 
should be!—there’s a new booklet out 
which contains a lot of information on 
the “Niteair” line of the Lau Blower 
Co., Dayton, O. Included is a complete 
description of how these fans work, how 
to figure installations, and descriptions ot 
the company’s models. 


HOLLAND-REIGER CORP. 


Holland-Reiger Corporation, Sandusky 
O. have issued a new catalog describing 
their entire line of 1940 washers, ir 
and laundry accessories. 





mers 


three low-cost housing projects. On the 
right is Allen Sogg, manager of the New 
Construction Department of Westing- 
house. 


ELEC 


STEWART - WARNER CORPORATION 


EXECUTIVE OFFICES 
MANUFACTURERS OF 1826-1852 DIVERSEY PARKWAY eS ae ee 


AUTOMOBILE SPEEDOMETERS HEATERS THE BASSICK COMPANY 

ANO ACCESSORIES CHICAGO, Ee S.A, BRIDGEPORT. CONNECTICUT 

' RICANTS. MOTOR OF 
silage ei eee i a STEWART WARNER ALEMITE CORPORATION 

HOT WATER HEATERS 

ELECTRIC RANGES 
FURNITURE HARDWARE AND TRIMMINGS 

DIE CASTINGS 


ALEMITE CORPORATION 
CHICAGO. LLINOIS 


Electric Refrigeration Dealers, 
Every City, U. S. A. 


Now that the smoke is clearing away, one eternal fact again emerges: 
THERE'S NO BOTTOM TO PRICE! 


Of course, a minority of prospects just can't make the grade in buying a 
refrigerator except by buying as cheaply as possible. We at Stewart-— 


However...35% or 40% on $119—or $99—-or $79—-is darn small potatoes com— 
pared to the same discount on $179, $199 or $249. And 80% of the re- 
frigerators that stay sold go to homes in the "top half income bracket." 


So if your merchandise offers enough advantages, you can make a high- 
profit sale to most prospects instead of a low-profit sale. 


Remember too...low price alone has little appeal to the replacement pros- 


who wants an improved refrigerator without those faults rather than "the 
same old shortcomings—priced cheap!" 


That's why the sensational Stewart-—Warner Dual-Temp offers you an abso— 
lutely unequalled opportunity. Already Dual-—Temp sales are 60% replace— 
ments, against an estimated 25% for the industry, because these Dual- 
Temps are: 


1) BIG SEPARATE FREEZING LOCKER (22° below freezing) that holds a 
bushel of ice cubes, or keeps 50 pounds of food safe for months. 


2) Genuine HIGH HUMIDITY in upper compartment. No dried-out foods, no 
need for covering! 


3) STERILE AIR. Sterilamp kills bacteria, prevents mold and ice box odor. 
4) ROOMIER! Full shelves clear to the top. No bulky evaporator. 
5) NO DEFROSTING! Because the frost-—collecting coils are gone. 


If your ambition is a smartly-priced line, with sensible step—ups from 
the "loss leader" up to the big-profit models, and with unmatched sales 
features, streamlined finance plans and exclusive merchandising dynamite 
—write or wire us for full details at once. 


Cordially yours, 
STEWART—WARNER CORPORATION 


Manager Household Appliance Division 








Graybar Los Angeles, distributor for 


Westside Village, a real estate 
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* 
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idio and ig 
ng for t e sponsored by thi 
Sierra Pacific Power Company mac 
. ‘ ‘ e compat! ut liste 


The New State Electric Company 


I 4 
tion with a Jat u 
I t ale f washers 
i { h s¢ 
i re i t i gitts 
. , pur 
i 
o . 
\ sale raining program for the 
smen of the Washington Water 
Power Company was started in Feb 
ruary It ased upon a questior 
lire sent it to employees and 
vers su iggested subjects as the 


rganization and destiny 
ractor and dealer rela 





ns. wa to improve personal meth 
1 ng ich as voice, manner, 
vcabulary makir Ww the sales approac h 
ind answering objections Recordings 
f a sales approach written by each 
salesman will be played back to him 
so that he an listen to himself. The 
ntire rogram will use the clinic 
method ot general discussion 


* * * 


The Electric Appliance Society of 
Northern California has tentatively set 
April 8 to May 4 as the date of its 
spring retrigerator promotion. There 
s some lk f a home laundry cam 


paign tor the late summer or early 
* > * 


One Los Angeles salesman reports 
a 5:30-in-the-morning call on a cus 

tomer who was interested in an ele« 

tric range Che salesman is Phil 
Miller of Barker-Allen’s Hollywood 
store and needless to say, the hour 
was one selected by the customer, 
who tound it convenient to transact 
: P 


yusiness before going t work 
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Gibson Feeds 500 West Coast Dealers | A re-Modelling Job That Paid Cash 


Gibson refrigerators and ranges pre- 
sented the 1940 line to 500 west coast dealers recently. Here's the speakers’ table. 
Left to right: Les Taufenbach, Gibson; S. W. Scott, W. E. Guy, H. L. Harper, 
Bud Schuster, V. L. Edgar—all Graybar; Jerry Klintworth, Gibson; P. W. Todt, 
J. J. O'Reilly, Graybar; Mike Kelly, Cal. Nevada Power; Chet Dye, L. A. Bureau 
of Power & Light; H. C. Rice, So. Cal. Edison; and Al Jewell, Graybar. 







When Jack Goodwin re-modelled his appliance store in Milwaukee, he found that 
his sales quadrupled and his heating bill dropped from $60 a month to $15. 
The modernization paid for itself in one year. No halfway measures were used. 
An architect specified structural insulation of exploded wood fibre—inexpensive 
and finished in colors. Small tiles of the same material were used for the ceiling 
to accommodate indirect lightning and ventilation equipment. Material was 
manufactured by the Masonite Corp. 


ruary, Spokane dealers tying in with 


| advertisements of washers and iron. 
e S e r n | ers. The Washington Electric oj. 
fered a free towel for all who partici. 


| pated in an Ironrite demonstration jr 
| their store. Ben Cohn & Bro. pronm- 


| ised a year’s supply of soap and n 
payments for a month, with 18 month 
to pay. This firm also sells refrigera 


tors on the “l5c a day” basis. 





New business quotas for the Pa- Grateful patients who present em- sll his 
cific Power and Light Company for | broidered pillow covers are familiar to Idaho’s “Cops and Robbers” 
1940 have been set at a level 25 per wives of successful doctors. But here | ing campaign closed its first ro 
cent above that of 1939, as announced is a grateful customer who bought an | with 72 per cent of quota made, whik 
by D. B. Leonard, commercial man- | electric range from the Pendleton, | the campaign to “Liberate Laundra- 
ager of the company Total sales of Oregon, office of the Pacific Power | lia” finished January with quota for 
merchandise for the territory served | and Light Company and liked it soj| electric washers exceeded. Dealers 
by the company are expected to reach well she baked a batch of cookies in | sold 302 washers during the first three 
$4,000,000 this year, the company ac it and presented it to the sales force | weeks of the campaign and 25 ironer: 
counting for $400,000 of the business in appreciation. 
a - * 
vies Tae Most of the old gas ranges accept 
W. J. Roughton of Astoria, Oregon, \ clearance sale of old stock of rage te ie tic tom 
id a hard time with one range cus- | I.E.S. lamps staged by the Washing- Angee as corppe om 
tomer and so, when the woman called | ton Water Power Company during | them in as trade-ins are scrapp 
b during the evening, he was par January promised a 20 per cent trade- | py the company so that they a 
ticularly chagrined not to be able to | in allowance for the old lamp in pur- | pe returned to the market. . 
respond to a request for an off-hour chasing a new one. “Old Lamps for : 
call But when he explained that he New” was the slogan used. * * *& 
was held at home tending baby while . , 
his wife attended a P.T.A. meeting, a Plans of the general sales depar: 
the ustomer brought her husband Laundry equipment was promoted ment of the B. C. Electric Railway 
long to Roughton’s home—and | by the Inland Empire Electrical | CO™Pany for Vancouver include | 
bought the range before she left Equipment Association during Feb- | SP¢cial merchandising conclave du 
ing February. Homemakers’ classe: 


- — start during this month and a clea 

° ance sale is under way. March w 
Buffalo Forge Engineers at Factory be the month of the Refrigert 
Show and campaign as well 4 
Kitchen Modernization month, bot 
of which activities will continue int 
April. April starts an electric roastet 
promotion. May, as usual, will b 
| President’s Month, with a_ genera 
| promotion of ranges, refrigerators ané 

water heaters. 


x ” * 


| A campaign on “adapters” is being 
| promoted by the Montana Power 
| Company through dealers to reach 
| the lower bracket customer with the 
|} story of better lighting. 
| + * * 
Montana contractors, meeting 
Butte during January, united to form 
| a state Electrical Contractors’ Assoc 
ation. A. A. Nicolaus of Billings 
| Montana, was elected president 


* * * 





| A two-page spread in local vapers 
in which local Frigidaire  <ealer‘ 
Part of the one hundred Buffalo Forge engineers inspecting the factory during a - gw Sage Salt 
the recent annual sales meeting. After two days at the Cleveland exposition of S te es ad 
- he site : Lake City. Many of the local stor 
Heating & Ventilating, branch enginering representatives of Buffalo Forge 


: offered special inducements in & 
spent two days at the factory going over 1940 products. layed first payments or other benefits 
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[fl PREMIER DEALERS HEADED FOR PEAK PROFITS 


Premier's sweeping the country—with a rousing campaign for SALES PROMOTION THAT’S COMPLETE! DYNAMIC! SOUND! 


Premier Partners! In national magazines, in newspaper ads, in 











oo dealers’ windows and on their sales floors this big and colorful @ in National Magazines @ in Window Displays 
to reach campaign is pointing toward a landslide of sales on these sensa- @ in Newspaper Ads @ in Floor Displays 
with the tional Premier cleaner combinations. Get your share of increased @ in Consumer Broadsid @ in Wind Card 
patronage—and greater profits on bigger sales volume with : gs J eos maeed = rn ow Lares 
these “two-for-one” public choices! It’s a Premier year! @ in Publicity Articles @ in Display Tags 
Z e . . —_— . 
ting PREMIER PARTNERS —TWO CLEANERS in Home Economics—Consumer Education Program 
Assoc The Vac-Kit for the Dirt Zone ABOVE the Floor PROFIT WITH PREMIER PARTNERS! ¢ MAIL THIS COUPON NOW! | 
toe The Floor Model for the Dirt Zone ON the Floor | PREMIER DIVISION, ELECTRIC VACUUM CLEANER CO., Inc. | 
! 1734 Ivanhoe Road + Cleveland, Ohio | 
Bareee OP OG) GO SOW GE cc dicts ease $54.50 1 Send meat once full information on Premier Partners & Premier's profit-building | 
al papers and old cleaner 1 promotion. | 
> dealer Other combinations selling up to. . . . $76.50 ses | 
ge Salt {Prices slightly higher west of the Rockies} and old cleaner | | 
cal q | Company 
z | 
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@ The Evans’ budget said, “Refrigerator this month, sure!” For some time Peg 

Evans had been window shopping and keeping an eye on the advertisements. Ready 

to buy, she went to look around. She went to one store, then another. She listened 
to different salesmen, looked at different boxes. She couldn’t quite decide. 





VAAAA 
ANN 





®@ Then she went into a store and was greeted by two salesmen. She recognized one 
of them at once—the familiar Armco label, a silent salesman that helped her select 
her washing machine. She knew that beautiful porcelain enamel on Armco Ingot Iron 
gives lasting service. The Armco label was a factor in her choice of a refrigerator. 


Turoven national magazine and radio advertising the ARMCO trade- 
mark has worked as an extra salesman on porcelain enameled products 
for more than twenty-five years. And it is ready to work for you now! 
Call the attention of your customers to this familiar label on refrigera- 
tors and other porcelain enameled products. You'll find it helps every 
sale from the start! 


THE AMERICAN ROLLING MILL COMPANY, 781 CURTIS STREET, MIDDLETOWN, OHIO 





INGOT IRON 


A NAME KNOWN 





T oO Mitt tion $s 
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Salida’s branch office of the Public 
Service Company of Colorado has 
been newly decorated and now in- 
cludes a model kitchen, with electric 
range, water heater and completely 
electrified sink. The color scheme is 
in cream and ivory. 


* * * 


Advertising the reduction in rates, 
effective January first, the Northwest- 
ern Electric Company of Portland, 
Oregon, listed small appliances, tell- 
ing the story of their convenience 
and giving the average amount of 
electricity used by each per month. 
According to this list, an I.E.S. lamp 
will use 18 kw.-hr. per month; a mixer, 
2 kw.-hr.; a roaster 16 kw.-hr.; a 
toaster 8 kw.-hr. an extra radio 15 
kw.-hr.; a waffle iron 2 kw.-hr., a 
percolator 10 kw.-hr.; and an air 
heater, 12 kw.-hr. monthly. 


* + > 


Sherman & Clay of Portland, Ore- 
gon, announces the opening of a new 
store on Washington Street. On the 
opening day flowers were presented 
to all visiting ladies, free recordings 
were made of any music student ac- 
companied by his teacher and a mus- 
ical program was presented from 11 
a.m. to five o'clock in the evening. 


+. * * 


Low prices in refrigerators brought 
out several full-page ads from Meier 
& Frank of Portland, Oregon, at least 
two of them in red and black. This 
firm is offering a 10-day free trial 
of Bendix washers, honoring mail 
order requests. Their advertisement 
includes a coupon for out of town 
customers. 


e 6 4 


The Pasco district of the Pacific 
Power and Light Company averages 





Clock Jig-Saw Contest Won by Californian 





. LIFE - 


C. R. Thorson, G-E clock sales man- 
ager, fingers a bunch of jig-saw cutouts 
supplied dealers for window display con- 
test. Puzzle was to build window out of 
pieces. First prize winner was Herman 
R. Hertel Co., Pasadena, Cal. Above 
is the window he concocted from the 
cutout pieces. 


2,380 kw.-hr. used annually per 
mestic customer, according to ar 
port made by L. A. McArthur befor 
the Business Development section 
the Northwest Electric Light a: 
Power Association. Individuals 
homes on the system use as high 
6,000 kw.-hr. annually, he said 
find it economical to do so. 


* * * 


t 


Appliance dealers from the Eagk 


Rock section of Los Angeles report 


that sales are double what they wer 
at the corresponding period a r 
ago. They credit this increase 
very successful local exposition w 
they held in this district a short ti 
ago and the follow-up program wh 
enabled them to make the best 
of the prospects they acquired at t 
time. 

* - * 

Applications for FHA loans for t 
building of new homes during | 
totaled very nearly 18,000. The av 
age dollar value per home was $4388 
In all 45,086 mortgages have bet 
accepted for appraisal on new ¢ 
struction since the office in this ar 


was opened, amounting to a total 


value of $205,358,992. 
” + ~ 


Sacramento, California, stores w 
to town on refrigerator advertising 
during January and February 
is a Weinstock-Lubin & Co. ad 
turing the $134.95 6-ft. GE box, wt 
“your old box in full down payment 
and the remainer in installments 
$5.65 monthly. 





* * * 


The Western Auto Supply Company 
of Portland gave a whole family 0! 
appliances—radio, I.E.S. lan é 
tric iron and toaster, along with te 
purchase of an electric washing 
chine at $69.95, according to re 
advertising. 


* * * 


Both January and Februa 


lighting months in Pacific Gas an 


Electric Company advertising tiroug 
out northern California. I 
venience and _ usability of 
electric heaters were also calle 
attention of housewives during ' 
early spring weather. A scl 
advertising is furnished dé 

that they may tie-in to the prvgra! 
they desire. 
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Fighty-eight dollars and eighty cents 
for a 0-cu.ft. Coldspot was the “clear- 
ance sale” price offered by Sears Roe- 
buck stores of Los Angeles during 
January sales. They have also been 
‘ads sing an electric water heater 

r this district at $59.95. 


‘pe tawnseren cope «| High-humidity Refrigerators ~ 


Angeles recently offered reflec- 
tor lamps at $1, if purchased at the 


: ? 
same time as other home furnishings | W Hl at \| l| mT | fl l| MN S ot 
gmounting to $10 or more. 


* . + 















“Safe as Light’ is one of the slo- 
vans used by the Bureau of Power 
and Light of Los Angeles in promot- 
ig the early spring sale of electric 
water heaters. The safety feature 
f electrical equipment is being em- 
shasized in all promotion. 


* * * 


Modern automatic irons were fea- 
tured by the Southern California Edi- 
son Company in their February con- 
summers’ paper, with a $1 allowance 

our old iron. “See them at your 
jison office or your electrical dealer.” 


yy 


* * * 
ove P ‘ ‘ ° . ° 
\n electric heater is built into the 
er drawer space of an _ electric 
nge which is being sold in areas 
southern California where kitchen 
at is needed in the winter This 


has a fan which can be used 
rculate the air as a cooling fea 
in summer 








* * * 


\n all-electric demonstration kitchen 
w being operated in connection 
Los Angeles’ Matchless Home. 

Special demonstrations are presented 
Wednesday morning at 10:30. 
features of this still popular ex- 

it are the head of the family’s 

k bench with power operated tools, 

ated in the garage, and the air 

nditioning unit installed in the 
master bedroom 


* * * 





1 Ww Laundry planning, equipment and 
t supplies, and methods of home laun- 
i y are being presented during 
est usefanuary and February to housewives 
it t Fresno County, California in a 
ies of demonstrations to be con- 
private homes and school 
under the auspices of the 
home demonstration agent 














S 2 ¢ 


ve beeo™l Weinstock, Lubin & Co. of Sacra : . : . . ne 
: : ong . . . ri she rs Shelves, ev: ators, comp: ent covers 
ev nto, California started the new year More moisture in refrigerating chambers, Shelves, evaporators, compartm . 
his area@ivith a “carload purchase sale” of 
a totarigidaire refrigerators—Breuner’s of ‘ - ‘ 7m 
iiskentb fentaead ths aoecg td to stop dehydration of foodstuffs! Manu- made of Aluminum, are good for life. 


same price. 


res went facturers are meeting this demand with Point out to refrigerator prospects how 


ad | high-humidity cabinets, in which Alumi- manufacturers are giving them a better 
0x, WR Change In Cincinnati Distributor 
ments Ml DETROIT—A change has been ef- num is playing an important part. product. Longer life and finer appearance 
‘cted in the structure and firm name ot 
rtant Jorge distributor, the . . . - . — H 1 7 
lesten-Kandet Sei ues Gemanee e More moisture means more likelihood of | are assured where Aluminum is_ used. 
Company ncinnati and Dayton, which henceforth 
ta mill be known as the Compton-Knodel 
n ting Company. 
interest of former president Har 
g "Rn has been purchased by Harry F. 
r \nodel, who succeeds to the title of presi- 
t 1 by Elmer Compton who had 
retary and treasurer since the 
ginal company was formed in 1928. 
Mr. Compton now becomes vice-presi- 







corrosion for ordinary metal parts. Alumi- © ALUMINUM CompANy OF AMERICA, 21060 


num is not affected by this moisture. Gulf Building, Pittsburgh, Pennsylvania. 


Gas ang n le new organization. 
g this ‘vy Ferguson continues as director 
| vith the added title of secretary. Lenard 
wag ker has been made treasurer and 
Hed ember of the board of directors. a ° 
urinal The Cincinnati office and display room ‘ 
- ' he new organization has been moved 
leacers “grom the former location at Sycamore : 
yr gram “id Eighth to quarters in other company 
pert: at 309-315 John Street. | . 
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Keps Electric (Pittsburgh) 





A. J. MILLINGTON 
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Gale Products 
| D. Bake sales manager ft Gal 
Pr Galesburg, Illinois, today an 
ed point: t of R urd G 
Né 1 t ua retrigerator sales 
epartm 
Wea than pleased to wel 
Dich Ne t the Gale organization 
1 Mr I “He has a wealth of 
x perrence i l I enviable background 
etrigeration knowledge Mr. Nelson 
Id 1 responsible 1 tions as 
nest ales manager, 1 division 
Univ al ( ‘ di t manager 
la inager tor eonard 
ind has be t manufacturing and 
g divisions of the business with 
} é VU tinghouse, respectivel 
Washington Water Power 
R. B. McElroy, formerly residential 
ales manager of the Washington 
Water Power Company has been 
named general sales manager, relieving 
Lewis A. Lew who is now assistant 
general manager and manager of the 
Spokane divisior Frank Tool becomes 
resident sales manager, M. R. Lund 
mmercial manager the general 
ales department and \ H Wegner 
iles manager of the Spokane division 


PAGE 60 





»é an ge il nanager oO 
he Boston Store, Chicago, has an- 
inced the appointment of B. Giaretta 
is buyer of major appliances, and Frank 
J ski as sewares buyer soth 


number 


years and su eed H B ‘Holleb, re 


F. A. Smith Company 


F. A. Smith Manufacturing Co. of 
Rochester, N Y. manufacturers of 
ArcticAire fans and KitchenAire venti- 
lators have just appointed two new repre- 
sentatives, Bert J. Clark of Kansas City, 


Mo will cover Kansas, Missouri, 
Nebraska and Iowa. Ed Locke of Cin- 
cinnati has been appointed to cover 


southern Ohio, Kentucky and Indiana. 


lronrite 


W. R. Dabney, ‘director 
tion ol 
troit 
Cleo Foley as 
School of Ironing 


chool ¢ 


of sales promo 
the lronrite Ironer Company, De 
announces the appointment of Mrs 
director of lronrite 
has been 


the 


Mrs. Foley 





s 


MRS. CLEO FOLEY 


working with dealers on special demon 


strations for the past several years. Her 
nev ssponsibilit ill be to } h 
new responsibility will be to head th 
rganization required to train instructor 
working for lronrite dealers 


Bamberger's (Newark) 


Walter H. Euckner has been appointed 
manager of the major electrical appli- 
ance department of L. Bamberger & 
Company, Newark, N. J., succeeding 
Walter Sahloff, according to a recent 
announcement. Mr. Sahloff is now in 
charge of housewares. 


Walker's (Long Beach) 


Appointment of W. E. Wendell as 
buyer and manager of major appliances 
for Walker’s, Long Beach, Calif., has 
been announced by H. F. Conrad, gen- 
eral manager. 


Hotpoint 


Miss Mildred Hickman, manager, 
Home Economics Department, Edison 
General Electric Appliance Co., Inc., has 
just announced the appointment of Miss 
Clara Jahn to the Hotpoint Headquarters 
home economics staff. Miss Jahn will 


have charge of the Hotpoint home eco- 
testing laboratories 
Miss Jean 
join 


in Chicago, 
McDougall, who 
Household Finance 


nomics 
succeeding 
resigned to 
Corporation. 





MISS CLARA JAHN 


Before joining the Hotpoint company 
member of 
the home service staff of Northern States 
Power Company, in Montevideo, Minne- 


in 1937, was a 


Miss Jahn 


+ 


sota 


Schick Shaver's New Regional Managers 





In the picture above are the new regional managers appointed by Schick Dry 
Shaver, Inc., Stamford, Conn., together with executives of the company. Standing 


left to right: K. C. Gifford, Schick general sales manager; 
Strecker, C. G. Gifford, B. |. Smith, Henry Hofmann Jr., E. L. 


J. H. Blinn, J. A. 
Taylor and Roy W. 


Johnson, advertising manager of the company. Seated left to right: C. W. 
Gumz, J. P. Bosk, J. K. Munger and L. H. Simmonds. For details see Col. 4 
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Westinghouse 


Appointment of Walter Mason Hutch; 
son aS manager of agency market evel- 


opment is announced by H. H. Rogge, 
manager of the agency sales departmen; 
of the Westinghouse Electric & Many. 
facturing Company. 

Mr. Hutchison had been sales promo. 
tion manager of the Westinghouse | ight. 
ing Division at Cleveland, Ohio, since 
1937. He will now be located at the 
company’s headquarters works at Eas 


Pittsburgh, Pa. 








W. M. HUTCHISON 





Appointment of Fred B. Hout as rang 
sales development manager of the Wes- 
inghouse Electric & Manufacturing Con 
pany, Merchandising Division, is ar ; 
nounced by Frank R. Kohnstamm, sales 
manager. | 

Mr. Kohnstamm also announced the 
appointment of M. M. Feaman as water 
heater sales development manager ar 
the promotion of George W. Erdmanr 
to the post of sales training supervisor 
ot the Range and Water Heater De- 
partment. 

Messrs. Hout and Feaman, in their 
new capacities, Mr. Kohnstamm sai 
will serve as assistants to R. M. Beatt 
who recently was appointed manager 
the Range and Water Heater Department 
Mr. Beatty, formerly Range and Water 
Heater Sales Development manager, n 
is filling the position formerly held | 
Reese Mills, now assistant sales manager 





Schick Dry Shaver 


Kenneth C. Gifford, newly appoint 
manager of Schick Dry Shaver 
Inc., of Stamford, Conn., has announ : 
the appointment of ten new territor 
sales supervisors as the first step int 
company’s expanded sales program 
The new 
J. H. Blinn, a manufacturer's rej 
sentative, covering the Rocky Mount 
States, with his own sales force; J. 
Strecker, formerly with the Gene 
Electric Supply Corporation, and m« ! 
recently head of the Home Laun 
Equipment Division of R. Cooper, . j 
of Chicago; C. G. Gifford, formerly wt 4 
the Clark Water Heater Division 0 | 
the McGraw Electric Company; the las 
two years as sales promotion manager 
B. I. Smith, recently district supervise’ 
for the General Electric Company int 
Middle West; Henry Hofmann, Jr., te : 
cently sales manager of the Camhe 
Manufacturing Company, Grand Hav 
Mich. E. L. Taylor, recently sales pr 
motion supervisor of Toastmaster ; C 
Gumz, recently with Toastmaster ; 
Bosk, recently with Toastmaster; J. 
Munger, formerly with the Gray 
Electric Company of Detroit an 
recently with Toastmaster as sales SU? 


] 


sais 


a 


men are: 





ervisor and Eastern district anager 
with headquarters in New York Ct 
since May 15th, 1937; L. H. Simmones 


formerly with the Edison General Ele 
the 


tric Company and more recently 

. “ ¢ . < , og 
General Electric Company as_ heatits 
device sales supervisor. 
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ANNOUNCES A NEW 


ELECTRIC RANGE 
to sell for $9975 
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Opens the Door to New Prospects and New Profits! 


It’s easy to make an electric range to sell for about $100. 
But imagine a range in this price class with all these 

top quality features! 

vy * one-piece steel cabinet finished in Lifetime 
Porcelain! 

A one-piece stainless porcelain cooking top and 
back panel! 

Three 5-speed enclosed surface units. And all surface 
units grouped on the left of the range where 85% 
of women prefer to have them! 

Y Easy-to-read silver-contact switches, located where 
9 out of 10 prospects want them, on the front of 
the range! 

Y A big, roomy, twin-unit oven, porcelain inside and 
out, and heavily insulated with glass wool. Measures 
16" x 17" x 19”. Has hydraulic thermostat, exclu- 


sive ““Evenizer,”’ nine embossed shelf guides, and a 

counter-balanced door! 

A high-speed broiler, with several positions! 

A “Thermizer” well-cooker with enclosed cooking 

unit. Morethan 5-quart capacity. Three position trivet! 

An easy sliding storage drawer... convenience out- 

let...armored wiring to protect against damage and 

spill-overs, and many other sales-winning features! 

Value? All of these features are found in the most 
expensive Frigidaire models! 

Compare this kind of quality with what you've seen 
in this price class. It only takes one look to realize that 
here is a range that will open the door to new prospects 
and new profits for Frigidaire Dealers. 


* This is the retail price, exclusive of Iocal taxes and installation, in Dayton. Ohio 
and many other cities. Proportionately low prices elsewhere 


FRIGIDAIRE DIVISION - General Motors Sales Corporation, Dayton, Ohio 
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Don’t Miss ANY Sales! 


. 

* 

- 

a 

~ 

- 

-_ 

- 
- 
— 
—_ 
= 
— 
i 
— 
ad 
—_ 
— 
Al 
acetal 
a 
rt 
i —_— 
ad 


ONT 


be« ause 


miss any sales this season 
haven't the “right 
type” of fan. Robbins & Myers can 
supply you with the fan to suit your 
customer's need, whether he wants it 
for home, office, store, or factory. And 
every fan in this most complete line is 


you 


fully guaranteed for quality and per- 
formance by Robbins & Myers. 

R & M national advertising in The 
Saturday Post, Time, and 


backed by powerful 


Evening 


Week. 


Business 


I 


cecauee van nt UUHTEUNTTE 





sales helps supplied to you at no cost, 
and by the tremendous display value 
of these beautifully styled fans, will 
help you sell more R & M Fans and 
increase your fan profits. 

Send for your copy of this FREE 
24-page illustrated catalog. See the 
variety of the line—the quality of con- 
struction—the new, lowest-in-history 
prices on all the popular “Junior” 
models. Use the attached coupon 
AT ONCE to get the whole story. 





The whole profitable story is told in the R & M 1940 Fan 
Catalog, just out and ready for mailing. It describes: 


t & M Attic 


10” to 58” 


Fans 
5000 to 21,500 C.F.M 
R & M DeLuxe Quiet Fans 

10” to 16”—Desk and Pedestal Types 
R & M Standard Fans 

10” to 16°—For table or wall use 
R & M Junior Fans 

non-oscillating, 10” & 12” oscillating 

R & M Non-Oscillating Fans 


10” and 12°—AC and Dt 


R & M Air Circulators 
Floor, bench, wall and ceiling types 

R & M Ceiling Fans 
36” to 54”—3100 to 8600 C.F.M. 

R & M Home Ventilating Fans 
Portable, DeLuxe and Kitchen models 

R & M Heavy Duty Bucket Blade Fans 
For displacing large quantities of air 

R & M Ventilating Fans 


For Offices, Kitchens, Lavatories, etc 


ROBBINS & MYERS, Inc. 


FAN DIVISION 
SPRINGFIELD, OHIO 


Robhins & Myers, In 
Fan Division, Dept. D 


Vame 
Springtield, Ohio 
Dear Sirs: Send me your iddress 
FREE 1940 Fan Catalog 
today. City 
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State 


ganization 


though he served in his new post of 
retrigeration 


where. 


General Electric 


companies, department stores, apa 

Alfred C. Sanger, who for the past houses, rural programs, and e1 
several months has served as sales man-_ sales will be responsible dire 
ager of the General Electric household C. M. Snyder, assistant manager 
refrigerator section, has been named appliance and merchandise depa 
manager of the G-E heating device 
and fan section, effective at once, it has Blackstone 
been announced by H. L. Andrews, vice- 
president in charge of the company’s Fred A. Wiebe, formerly vi 
appliance and merchandise department, dent and sales manager of Brow 
Bridgeport, Conn. Sanger succeeds C. 


1. Hendon 





ing several years in that post. 
ALFRED C. SANGER 
The new sales manager for G-E re- 
frigerators is L. H. Miller, who since 


the consolidation of 


G-E appliance ac- 
tivities at Bridgeport has been manager 
of merchandising 





services The func- 
tions of the latter section have been 
re-allocated in the department. 

Prior to his appointment as refrigera- 
tion sales manager, Sanger 


spent Six 





years as G-E district manager of appli- 
ance sales in the Philadelphia area. He 
brings to his new position broad experi- 
ence in appliance distribution, 


having 
been a retail refrigerator salesman, man- 
ager of a wholesale operation, and radio 
specialist. He headed General Electric’s 


first district appliance sales office. 





L. H. MILLER 


Miller’s considerable experience with 
General Electric over the past 15 years 
has been concerned primarily with reor- 

problems in the field, al- 


sales manager briefly on 


ye other occasion, slightly more than 
a year ago. Previously he had been 
a refrigerator dealer, in 1925, and sub- 


sequently an officer or manager of many 


distributing units, in Louisville, Cleve- 
lend, Harrisburg, Allentown, and else- 


In his new sales activity he 


will be responsible to A. M. Sweeney, 
manager of G-E’s household refrigerator 
section. 


Activities which formerly were a part 


of the merchandising services section, 
under Miller, have been redistributed. 


The retail development and sales educa- 
tion sections, the operation of the new 
G-E i 

section will henceforth be a part of the 
advertising division, under the direction 


of B. W. Bullock, advertising manager 
The 


Institute, and the home service 


G-E home bureau, and appliance 


who has resigned after serv- 





sales activities in connection 


recently special 


witl 


ply Company, St. Louis, Mo., an 
representative 


city for several leading electrical 


FRED A. WIEBE 


facturers, has been 


facturing Company, 


ern Illinois referred to as t 
State”, and including Peoria, | 
ton, Decatur, Springfield, ( 
and Danville. Offices and disp! 
are in the Central Terminal 

710 North 12th Street, St. Lor 

Toastmaster 
D. Scott Campbell, executi 


appointed 
representative for the Blackstone 
Jamestowt 
Mr. Wiebe’s new territory will be ti 
section of eastern Missouri and sout 


j 


1, 


€ 
1 
9100 


av r 


Buildi 


president of McGraw Electric Compan 
has just announced that A. J. Cole, wh 


A. J. COLE 


has been in charge of Pacific C 
for the company since 


reelected a vice-president. Mr. ¢ 


make his headquarters at the Elgi 


as 


1932, has be 





1G 
eral Offices of the Toastmaster Product 
Division. 
Mr. Cole has been with the Mc6Gr 
Electric Co. for the past 25 years. ! 
a past president of Westing! 


18 

Agents Jobbers Assn. 
Graw Electric Co. as vice-presid 
1915 until he moved to the we 
in 1932 to take charge of sales tl 
broad fund of experience in 
will be of great benefit in furth« 
aggressive sales promotion and 


ing activities of the company 
Westinghouse 

a F. Lloyd, central station sa 

ager of the Westinghouse E 


Manufacturing Company, annou 
appointment of Tomlinson Fort 
ant manager of central station 


and _ served 


 ¢¢ 
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= FOR YOUR PROMOTION 
lts Low Price 


Speeds Up Sales 


bo look at what you get in this low priced Florence Elec- 
tric Range! Deep well cooker, extra big oven, one-piece 
wrapper body, porcelained one-piece top and backguard .. . 


but read the full list below. Facts beat claims! To build up 





bigger sales, there’s a choice of top-quality interchangeable 
equipment—all the way from new de luxe Seth Thomas auto- 


matic 3-way time control to improved Minute Minder. 





acon, This “Promoter” will put new motion in your 1940 promo- 





tion. Plenty of sales helps, too; for Florence Electrics are back- 
ed by aggressive advertising and promotion material that will 
help you go to town. Write today for full details—ask about 
the New Liberal Florence Promotion Plan for Dealers. 





ADDITIONAL FEATURES of 36-INCH “PROMOTER” 


Finish: Range finished in white porcelain and Top element 2750 watts, bottom 2200 watts. 
Florence special baked-on enamel. Corners 
and edges rounded. Handles and knobs white 
plastic, chromium trim. 


Combined heat distributor and drip pan, 
porcelained, 

Non-tipping racks, molded guides. 
Surface Cooking Facilities: Chromalox 5-heat 
Heat-Flo units: 1—2000 watts, 2—1200 watts. 

Special 5-quart deep well cooker has Chrom- 
alox 5-heat closed unit, porcelained insulated 
well with spillage hole. 


Standard broiler with nickel-plated steel 
wire grill. 


Utility Drawer: Seamless drawn steel, round- 
ed corners, noiseless rollers. 


Seth Thomas Automatic 3-Way Timer: Full automatic control 
for oven, or deep well cooker, or appliance outlet; non-glare : . : 
lamp; condiment set; Minute Minder. Porcelained drip trays under units and 
cooker. Dimensions: Height to top of backguard 41 
Accessories: EA-11, 4834," ; EA-21 and EA-31, 
51”; cooking top 36” wide x 22” deep, 36 
above floor. Floor space 36” wide x 24” deep. 





Oven and Broiler: Extra large. Welded one 
piece lining, rounded corners; porcelained. 
Fully insulated, extra thick on top. 
Accurate hydraulic-type thermostat with Electrical Characteristics: Anchored wiring, 3- 
switch for Preheat, Bake, Broil; Neon pilot wire service 115/230 volt, 60 cycle. Maximum 
light. input 10.8 K.W. Other types on request. 




















Seth thomes Avtometic -One-neur minute minaers ~-ASK ALOU New Promotion Plan for Dealers 


Cole Timer for Oven: Full auto- Good-looking; low priced; 
loin Ge matic control for oven only; has non-glare lamp and con- 


Produc | non-glare lamp; condiment diment set. FLORENCE STOVE CO., GARDNER, MASS. 


ee set. Price moderate. Electric Range Division, 1458-59 Merchandise Mart, Chicago 
pre Chromalox Super-Speed 5-Heat Units— when equipped with SALES OFFICES: 45 E. 17th St., New York 53 Alabama St.,S.W., Atlanta 301 N. Market St., Dallas 
oc these units, this range is listed as Model E423. 2730 — 16th St., San Francisco 2201 W. Station St., Kankakee, III. 


| FLORENCE ELECTRIC RANGES 


BACKED E R YEARS Sar ERTES SS 


Six Master Models with interchangeable features that push sales up and hold inventory down 
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FASTEST BY TEST 


New Universal Super- Universal 


héat Unit is hot 
before ordinary units . 

Unit and 
even warm up. Eco- 


speed 


nomical, durable, 


easy-to-clean,. 


Universal's 


records. 
Control gives 101 different heats. And 














Profit-making models — 
Nation’s fastest — give 
101 different surface heats 


has the range— AND the 


program to back it up. New Superheat 


Bake-Fast Oven has set new 
Exclusive Mult-I-Heat 
features 


other advanced 


are extra sales clinchers. 





yy 


Inviting 


America to see, test, buy! 


National magazine and newspaper ad- 
vertising, radio, direct mail and other 
sales-builders are spreading the Uni- 
versal story and guiding prospects to 


your showroom. Wire or write for full 


101 HEATS 


First time on 


any 
New 
Control 


electric range! 
Mult-I-Heat 
1O0l 
heats between “Sim- 


and “High.” 


dials surface 





mer” 


SAL 
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details today. 


SALES PROVED 


Universal’s Stop Watch Test proves 
new Superheat speed, proves new 
oven speed. Customers convince 
themselves. 


ELECTRIC RANGE 


Lanores Ff er 


Two New Stromberg-Carlson 





Dr. Ray H. Manson, left, has been appointed vice president and general 
manager of Stromberg-Carlson, succeeding the late George A. Scoville. 
At the right is Fred N. Anibal who becomes sales manager of the company. 


York 


Stewart E. Lauer, president of the 
York Ice Machinery Corporation, has 
announced the appointments of John R 
Hertzler as general sales manager and 


Ralph B. Meisenhelder as assistant to 
the president 

Mr. Hertzler entered the sales student 
training course of the York Ice Machin- 
ery Corporation in 1927 and after two 
ears training joined the air conditioning 
department. In 1930 he became active in 
engineering work in the corpora- 
tion’s New York territory and in 1935 
returned to York as manager of the air 
onditioning division. In 1937, Mr. 
Hertzler was appointed general repre- 
sentative 

Mr. Meisenhelder joined York in 1906 
as a clerk in the pipe shop office of the 
factory at York. In 1917 he became 
manager of the factory order department 
and in 1920 joined the York Products 

rporation, which was at that time the 
exclusive York distributor for the entire 
western part of the United States, as 
manager of the accessories division. 

In 1930 he returned to York as assist- 

t to Mr. Lauer. 


sales 


Proctor 


Proctor Electric 
the addition of the 


their list of 


announce 
people to 


Company 
following 
representatives 


John Watson Donovan, 145 Hart 
Lane, Springfield, Delaware Co., Pa. 
Mr. Donovan will work as special rep- 
resentative in the Philadelphia territory. 

Howard H. Butts, 5760 De Giverville 
St., St. Louis. Mr. Butts will work 


as special 


representative in the St. Louis 


territory. 

Proctor also announces the addition 

the following demonstrators : 

Pearl E. Dausman, 319 W. Belden, 
Chicago, who will demonstrate at Mar- 
shall Field’s. 


Elsie Lowe, 4144 Sheridan Road, Chi- 
cago, Ill., for the Boston Store. 

Proctor Electric Company announce 
the addition of the following people to 
their list of representatives: William 
M. O’Brien, 1766 Lysander St., Detroit, 
Mich; Chas. A. Drake, c/o Y.M,C,A., 
220 Prospect Ave., Cleveland, Ohio; 
Robert Howard Dewalt, 627 Griffin St., 
Mt. Washington, Pittsburgh, Pa. 

Proctor Electric Company also an- 
nounces the addition of Mrs. Catherine 
Buchanan, 4927 York Road, Philadelphia 
to their list of demonstrators. 


Airtemp 


Appointment of B. M. Menden, formerly 
with Airtemp Construction Corporation 
in Detroit, as vice president and general 
manager of the Airtemp New York Com- 
pany, Inc., was announced here recently 
by B. S. Williams, sales manager of air 
onditioning for the Airtemp Division of 
Chrysler Corporation 





Executives 


9 rani iy enn 0 





G-E Home Bureau 


F. A. Parnell, who has long 
identified with General Electric’s 
struction materials division at Bridgep 
Conn., has relinquished his duties as s2 
manager of conduit products to be 
associated with the General Electric 
bureau and will henceforth handle s 
development and distributor contact 
signments, according to C. W. Stu 
home bureau manager. Parnell plans 
bring builder problems and various | 
bureau presentations direct to distr 
and is now working on the coordina 
ot home bureau plans for 1940, col 
ing new construction data and lining 
sales helps for field men. 

Albert J. Brock, who has represer 
the General Electric home bureau in § 
Louis and surrounding territory 
1937, has been appointed sales manag 
of James and Company, G-E applia 
distributor in St. Louis. He will 
succeeded as western representative 
the home bureau by H. C. Davis. 

Before his new appointment, Davis 
been in charge of apartment house 
new construction business for the G 
Supply Corp., Kansas City, playing 
important part in the development oi 
Reyburn project in that city, an 
standing new home development 
made itself felt nationally. 






Horton 
_A. E. Askerberg, general manager 
[The Horton Manufacturing Com; 


Fort Wayne, Indiana, has just relea 
the news covering the appointment 
Verne F, Hannon as sales manager 

Hannon will direct sales activities 
advertising on Horton washers and ir 
ers. Mr. Hannon was formerly 

Speed Queen. 





VERNE F. HANNON 


Mr. Hannon’s experience in 


held dates back to 1922. > 
a distributor’s representativ 
occupied the positions of fa ry 


man, state representative, br 
ager, to become a well-kn 
tive and a sales manager 


quainted throughout the trade 
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Tricky Display for 
Madza Lamps 





It's hard to pass this new General Elec- 
tric display without stopping to closely 
inspect it. A bulb apparently lying, base 
up, in a flower pot flashes on and off, 
without any evident electrical connec- 
tion. The trick of the display is that a 
round G-E bulb is used with the socket 
and cord concealed by the flower pot. 
An extra bulb base, furnished with the 
display, is glued to the top of the bulb. 


LIGHTING EQUIPMENT 
ASSOCIATION GROUP 
ORGANIZED 

Includes 18 Manufacturers 


NEW YORK—Climaxing more than a 
ar of organization effort, and created in 
response to continuous urging from many 
dranches of the electrical industry, the 
\merican Lighting Equipment Associa- 
omposed of eighteen lighting equip- 

_ manutacturers who collectively 
supply approximately 70% of the coun- 
try's lighting fixture requirements, came 

to being on February 

[he program of activities adopted by 
the Asociation contemplates the vevita- 
zation of the lighting equipment indus- 
ty, which, during the last few years, has 
lelt the lack of centralized direction and 
nter-industry co-ordination. 

The Board of Governors of the Associ- 
ation is composed of: Joseph Markel, 
Markel Electric Products, Inc., Buffalo, 
N. Y., Chairman; George Glatthar, the 
Art Metal Company, Cleveland, O.: J. H. 
Slitzer, Lightolier Company, N. Y. City; 
Max Held, Halcolite Co., Brooklyn, N. 
‘.; Frank Gill, Gill Glass & Fixture 
“~ompany, Philadelphia, Pa. 

Present members of the Association 
are: Artcraft Metal & Electric Products, 
brooklyn, N. Y.; The Art Metal Com- 
pany, Cleveland, O.; Centre Lighting 
“ixture Mfg. Co., New York City; 
hase Brass & Copper Co., Waterbury, 
onn. ; Efcolite Company, Trenton, N. J.; 


Globe Lighting Fixture Mfg. Co., Brook- 
pu N. Y.; Gill Glass & Fixture Co., 
rhiladelphia, Pa.; Grahling Bros. Co., 


yeveland, O.; Gruber Bros., N. Y. City; 
Halcolite Co., Brooklyn, N. Y.; Levolite 
©. New York City; The Lightolier 


many, New York City; Majestic 
etal Spin & Stamping Co., Brooklyn, 
‘. Y.; Markel Electric Products, Inc., 
Buffalo, N. Y.; Mid-West Chandelier Co., 
“ansas City; Mo.; Progress Manufactur- 
1S, 0, Philadelphia, Pa.; Radiant 
cnn ig Fixture Co. Inc., New York 
A John C, Virden Co., Cleveland, O. 


: _Association’s program was pre- 
pared by J, W. Milford & Associaties, of 
‘ew York City, who are serving as pro- 


Motion and public relations counsel to the 
Association, 








ETL TO CERTIFY PRODUCTS OF 34 
FLUORESCENT LIGHTING COMPANIES 


NEW YORK—tThirty-four manufactur- 
ers of fluorescent lighting equipment and 
auxiliaries are now submitting their 
products to ETL for test and certifica- 
tion. It is expected that the certified 
products will be marketed under the | 
name of “Fleur-O-Lier” and that a | 
nation-wide advertising campaign will 

used to promote their use. This 
certification is a cooperative attempt on 
the part of the manufacturers of lumin- 
aires, manufacturers of the lamps and 
of the utility companies to safeguard the 
use of the new fluorescent lamps by set- 
ting up adequate specifications which are 
designed to produce lighting equipment 
which is efficient, durable and safe. The 
specifications, of course, are still in pre- 
liminary stage and will be tentative until 
more experience has been developed in 
the manufacturing and use of luminaires 
built to operate with the new fluorescent 
lamps. 

However, luminaires under | 
these specifications will reflect the latest | 
in luminaire design for fluorescent lamps | 
and the specifications will be revised | 

| 





made 


from time to time to keep certified lumi- 
naires in this position of leadership. 
Electrical Testing Laboratories has been 
working steadily for the past year in 
making tests and in carrying out re- 
search, data from which have been sent 
from time to time to the cooperating 
manufacturers, and has recently an- 
nounced the certification of products 
manufactured by the following manu- 
facturers : 

G. A. Collier, Inc., Brooklyn, N. Y. 

Curtis Lighting, Inc., Chicago, Ill. 

Dean H. Holden, Cleveland, Ohio. 

The F. W. Wakefield Brass Co., Ver- 

milion, Ohio. 

Naturally the Fluorescent Mazda 
Lamp Manufacturers who had developed 
and manufactured the Fluorescent lamps 
were keenly interested, because, 
they are not in the fixture business, they 
were conscious that the Fluorescent 
Lamp and its future was at the mercy 
of the equipment in which it was em- 
ployed. Hence, as a matter of sheer good 
business and protection of an important 
development in lighting, Mazda Lamp 
Manufacturers have sponsored specifica- 
tions covering lighting luminaires and 


accessories for efficient operation with 
Fluorescent Mazda Lamps, to the great- 
est satisfaction of the user. If these 





while | 


specifications are made effective, the 
correct performance of Fluorescent 
Lamps becomes assured. The submission 
of luminaires and accessories to Electri- 
cal Testing Laboratories for check, test 
and certification followed as a logical 
step. Under the plan adopted, the indi- 
vidual manufacturers and cooperative 
competitive groups can secure specifica- 
tions from Electrical Testing Labora- 
tories, submit their products for examina- 
tion and receive the E.T.L. certificate if 
such products are found satisfactory. 

This story is significant not simply 
because it points to a definite and prac- 
tical achievement in a swiftly growing 
branch of lighting business, but because 
it shows how competitive groups in any 
industry may, with the help of a similar 
E.T.L. certification plan, serve their 
own industry and themselves for the ad- 
vancement of sales and service. 

Interesting to the consumer are not 
only the definite standards of manufac- 
ture and construction covered by the 
specifications, but in the case of Fluor- 
escent Lamps, among other things, the 
reduction of flicker, high power factor, 
efficient light output and good candle- 
power distribution. 

Appended is a list of the manufactur- 
ers whose products will eventually be 
certified. It is expected that additional 
certifications will be announced very 
shortly. 

Gruber Brothers, New York City 
Vim Lite, Incorporated, New York City 
Barkon-Frink Tube Lighting Corp., Long 

Island City, N. Y. 

Pickwick Metalcraft Corp., New York City 
Efcolite Corporation, Trenton, N. J 
—a 


Lighting Company, Chicago, 


Beardslee Chandelier Mfg. Co., Chicago, Ill 
Lighting Products, Inc., Highland Park, Ill. 
Wilson Lighting, Inc., Chicago, Ill 
Greenway Reflector Mfg. Co., Philadelphia, 
Belson Manufacturing Co., Chicago, Ill 
Colonial Premier Co., Chicago, Il. 
Frank Kelley, Inc., Elkins Park, Pa. 
Globe Lighting Fixture Mfg. Co., Brooklyn, 
Radiant Lighting Fixture Co., New 
York City. 
The Novelty Lighting Corp., Cleveland, Ohio 
John C. Virden Company, Cleveland, Ohio 
Hub Electric Corporation, Chicago, IIL. 
Illuminating Arts, North Chicago, IIL. 
Fluores-O-Lite Mfg. Co., Newark, N. J. 
The Wiremold Company, Hartford, Conn 
Ender Manufacturing Corp., New York City. 
Luminator, Ine., Chicago, Ill. 
Artistic Lamp Mfg. Co., Ine., New York City 
Mitchell Mfg. Co., Chicago, IIL. 
Bright Light Reflector Co., Inc., Brooklyn, 
= s 


Inc., 





1. E.S. Lamps to the KWH Rescue 
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J. P. Pulliam, president of Wisconsin Public Service, and A. C. Davey, general 
commercial manager, study the chart of KWH sales during their plans for ‘40 
business. Chief in company plans is a "75 Per Cent Discount" drive on |. E. S. 
lamps. For story see column at the right. 
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Packaged Fluorescent 
in New Kitchen Unit 


Fluorescent lighting is making a real bid 
for the home market. Here is Hygrade- 
Sylvania's new packaged kitchen unit con- 
sisting of 220-watt fluorescent tubes, 
corrected for power factor, and com- 


plete with ballast transformers. Looks 
like there might be a revival of ‘the 
kitchen unit lighting business. 





I.E.S. LAMPS AT 
75% DISCOUNT 


Wisconsin Public Service Plan Makes 
Additional Current Use Pay 


MADISON, WIS.—“75% discount on 
added electrical use” is way recent ad- 


vertising of the Wisconsin Public Serv- 
ice Corporation reads. Customers en- 
rolled in the new Public Service 75% 
Discount Plan are able to discount elec- 
tric service bill increases by this amount 
and pay only 25% of the cost of the 
added service. 

Enrollment in the plan depends upon 
the purchase of an IES lamp from the 
utility or a co-operating dealer, The 
lamp is paid for 50c down and the bal- 
ance due one year after the contract is 
written, During these 12 months the 
monthly statements for electric service 
are compared with those of the previous 
year and a credit shown on the custom- 
er’s lamp contract account amounting 
to 75% of the increase in the service 
bill. 

At the end of the 12 months period 
the credits are totaled and the customer 
is billed for the balance due on the 
lamp or is notified that the credits have 
equalled the lamp price and that the 
account has been cancelled. The total 
cost of the lamp, or lamps purchased, 
including the 50c down payment, may 
be earned. 

The plan hinges on the purchase of 
IES lamps, though it encourages at the 
same time the addition of major appli- 
ances in the home, as the normal in- 
creases in service use or those due to 
the sale of a range, water heater, re- 
frigerator or other appliance help build 
up the credit. Dealers are leaping to 
this feature of the plan with the obvious 
purpose of including an IES lamp in 
every major appliance sale. 

Dealer paper is taken on the lamps 
on the same terms as company paper. 
Purchasers for cash have the monthly 
credits set up for them during the year 
and the total earned is eventually re- 
funded. 

Newlyweds and other new users may 
earn credits up to 25c a month if they 
qualify by buying a lamp. 

In combination gas and electric terri- 
tory the service bill is considered to be 
the total gas-electric bill for the month. 
This insures permanent load increases by 
removing the possibility of temporary 
switches from one service to the other. 
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“I’m off to the movies 
—nry house cleaning’s 


all finished!” 


| ILANKS to my new vacuum cleaner, I’ve done all 
my house cleaning hours quicker than I used to—with my 
old machine. My new cleaner not only is easier to handle, 
but its many new attachments do most of the work I used 
to do by hand.” 


“Now | have time to enjoy myself—the movies, enter- 
taining, bridge and other amusements. I wish I'd been 
told about these new vacuum cleaners long before!” 


She should have been told—including the fact that 
vacuum cleaners have improved more in the last five years, 
than during all their prior existence. We know that because, 
as builders of vacuum cleaner motors, we have played a 
part in the development and improvement of vacuum 
cleaners for over a quarter of a century. 


Women still using out-of-date machines are glad to know 
how the new and improved types bring faster and easier 
floor cleaning, perform dozens of other household cleaning 
tasks—and give them the spare time they want for fun and 


relaxation! So .. . let’s fell women these things. 


The Black & Decker Electric Company is America’s most 
experienced specialist in the design and manufacture of 
complete motors or series parts for vacuum cleaners. 
The co-operation of our engineers is at the disposal of 
manufacturers who may be interested in the application 
of universal motors to the improvement of their products. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 





Specialists in the Design and Application o 
UNIVERSAL 
MOTORS 











~ 
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For Your 


INFORMATION 


Shipments from the Mansfield, O. 
plant of Westinghouse are running 25 
per cent ahead of the same period in 
39, says Frank Kohnstamm, merchan- 
dising division sales manager. Janu- 
ary saw 867 carloads of refrigerators, 
ranges, washers, water heaters and 
roasters. March and April, 1937 were 
the only months exceeding this total 
when over 900 cars were shipped each 
month. 


*>_ * * 


Holcomb & Hoke, stoker manufac- 
tures, are pointing with pride to the 
“March Village” apartment house re- 
cently finished at Indianapolis, Ind., 
where eight stokers have been 
installed. 


* * * 


Six complete all-electric laundries 
in the new Chicago Marine Drive 
apartments have been equipped with 
G E clothes dryers 


* * + 


L. L. Snyder has replaced Don 
Cook as manager of the major appli- 
ance department of Peck’s in Kansas 
City 

* * * 

The fifth annual forum of the Por- 
celain Enamel Institute will be held at 
the University of Illinois, October 
16-18. 1940 


* * * 


Signal Electric, Menominee, Mich 
have reduced the price of their V-50 
wall box kitchen ventilating fan from 
$24 to $21.50 

* * . 


Wabash Appliance Corp., Brooklyn, 
N. Y., have acquired complete control 
of Birdseye reflector lamps and will 
market them nationally along with 
their Superlite light conditioning bulbs 
and Superflash photolamps. 


So oe 


Orders for Bendix washers as of 
January 15 were 181 per cent ahead 
of last year. 

* cs * 

Conco-Sampsel Stoker Corporation 
of Mendota, Ill. have changed their 


The new three-story addition to the Hotpoint general office building in Chicago 
is rapidly nearing completion. The brick work is well under way, at this writing 
and the addition is expected to be ready for occupancy within a month or 

Last addition to be made to the Hotpoint factory was a warehouse in 1930- 
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sani. 


name to Conco Corporation to mor fi 


appropriately cover ‘their comple: 
line of packaged heat units of which 
they now make 65 different models j 


coal, oil and gas-fired heating 
ment 


The 32nd annual convention the 
National Electrical Wholesalers Asso. 
ciation will be held at the Homestead 
Hot Springs, Va., May 19-23, 194 
according to E. Donald Tolles, ma 
aging director. 


eh ee ER ee 


* * * 


Sponsored by the Mississippi Powe fi 
& Light Company, two schools fo it 
salesmen were held recently by 
Coleman Lamp and Stove Company 
under the direction of J. D. Eckk 
Chicago sales promotion man. 

The thought was to help dealer 
meet the competition of bottle gas a 
groups met in both Greenwood a 
Jackson, Miss Dealers came in fr 
as far as 75 miles. 


* * * 


Announcement has been made 
the death of H. B. Parker, sa 
manager for Norge South West Sales 
Company in San Antonio, Texas 
the age of 44 years. Before coming: 
Norge he was with the Ellis-Ch« 
_ompany. 


Sales volume of the York Ice 
Machinery Corporation for the fir 
quarter of its fiscal year is 47 perce 
ahead of the same quarter last y 
reports William S. Shipley, Preside 
Orders booked for the three t 
ending December 31, 1939 we 
$3,588,629 against $2,438,946 for 
same period last year. 


* * * 


Long’s Electric Appliances Inc. 
been incorporated in Buffalo, N 
with a capital of $15,000.  Incor; 
ators are Alvin S. Long, Cyrena 
Long and Raymond W. Killian, all 
Grand Island. 
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Heres the Finance Plan for YOU.. 
,, Here’ ihe 


IRST in importance to you, in any finance plan you 
work with this year, is the question: 


“Will the plan attract the buyer— 
and still assure my full profit?” 


There’s no use your making sales if you don’t pocket a 
profit out of them. And it’s hard to make—and hold—a 
profit if the customers’ rate is made low at your expense. 


So Commercial Credit Companies bring you the new 
DEALER RESERVE PLAN, in which the first consideration 
is the protection of your merchandise profits. 


It boils down to this: 


A large part of your 1940 sales will be time payment 
sales. On a certain percentage of these sales, you may 
have to make repossessions. 


After you get through paying the repossessing, recon- 
ditioning and re-selling expenses, you can seldom realize 
enough to show a profit—frequently you take a loss. 


Most repossessions will occur in the first six months. 
A plan that doesn’t give you protection during this crucial 
period lets you down. It doesn’t do any good to lock the 
barn after the horse is stolen. 


Commercial Credit Dealer Reserve Plan protection 
starts the day you make the sale, with a cash reserve set 
aside for you which runs as high as $5.40 a deal. 











There’s the meat of it—Profit Protection—point number 
one, in your favor. 


Do you think this protection forces higher rates to your 
customers? On the contrary. On this, and on all other 
Commercial Credit plans available to you, rates have been 
substantially reduced. That’s point number two—and it’s 
also in your favor. 


Among the other plans referred to are the Limited 
Liability Plan—popular with many dealers—as well as the 
Purchaser Discount Plan—created to reward prompt pay- 
ing purchasers. 


Commercial Credit plans are backed by a liberal, highly 
efficient credit and collection service, and require but a 
single, simplified rate chart. Special plans are available 
for short-term financing; for quarterly payments by farm- 
ers; for combination and ‘“‘add-on”’ sales; and a liberal, 
low-cost FHA plan for financing eligible equipment. 

These are the high spots. Talk to your local Commer- 
cial Credit representative, and let him fill in the interesting 
details. It will be decidedly to your advantage. 


a2 «4 

Commercial Credit Companies offer a Floor Display 
Plan for financing a single unit or an entire display of 
new merchandise. Terms are liberal and the charges 
extremely low. Dealers may also arrange to demon- 
strate this merchandise in the prospect’s home. Ask 


your local office for full details. 


COMMERCIAL CREDIT COMPANIES 
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LOTTERY SELLING 


4/4 oo 
LOE fz CRACKED DOWN ON 
AZ LL4AA # WASHINGTON, D. C—Trend ci thy 
Aisa Federal Trade Commission in its recen 


order appears to be to crack dow 
lottery methods in the sale and 
bution of merchandise. Orders to 
SAID HE and desist from supplying or p 
eeee in the hands of others push or pull 
punch boards and other lottery de 
so as to enable such persons to d 
(A General Electric Distributor Salesman Talks to a Dealer) of merchandise by lottery method 
recently been ordered. 
Two companies in the Middle 
Reliable Sales Company, St 
the Dearborn Sales Company 
“All Fans are alike,” said he. “Zattso?” said I. “Yes,” said he, “All fans are the same received orders to cease and desist 
> > ¢ > Ce > ( 
and that’s that!” “No that’s not that! You need fans to supply the demand. Right?” — — ——— — 
“Right.” “Well, you want to sell the best fan. Right?” “Yep.” “Then,” said I “get | of others of similar tone. 
: a During 1939 the amendment 
a load of this — Wheeler-Lea Act and other legi 
has increased the activity of the Fede 
Trade Commission, which recentl) 
’ ’ 1 > “( y Ss i 25 ¢ rer 
“That G-E motor is as rugged as they make ‘em a gress its 25th annual rey 
Why shouldn't it be? G-E has made Fans for ove: The re pointe out that 
. concerned with affording protection + 
45 years and these motors keep going, year afte the purchasing public, Lae) om busi. 
vear.”’ ness, from the destructive effect 
' harmful trade practices such as 
ol - methods of competition, deceptive sell 
Well-l-I practices and monopolistic _ restraint 
Rules for trade practices were pron 
gated in ten industries in 1939. 
“And look at those G-E blades — the result of years of ee er eee 2 
research. G-E was first to develop new quiet blades to : 


Act of March 21, 1938. From the tin 
improve performance. If they weren't good why would of approval of the act the Commiss 


2 : e a. a re = 
others follow? Sure, you know the answer as well as I has issued 125 complaints throug 
p A dissemination of false advertisement 
do; they are good! | foMeun: 
+ . ’ ar " id Food—11 cases 
Go ahead. I’m learning. Drugs—63 cases 
Devices 12 cases 
Cosmetics—39 cases. 
“ : ’ ’ Of these a total of 82 orders 
. - a2 aber: 
Another thing. Don’t forget appearance styling se Rene Gta cuteeel. Gectine 
is important. G-E Fans have quality and perform- on false advertisements of food (5 
] ad 1940 Rae” drugs (51 cases) devices (12 
ance plus modern Styling. and cosmetics (14 cases). 
, ” F obins« ’atman anti-discrit 
“That's something to think about. , The Robinson-I atman anti-di 
tion act—which it also enforces—restat 
“Yes, and so is this. D’you know that G-E makes in broader terms, is a basic prit 
) of prohibiting price and related d 
nation which injuriously affects 
i i itor ino ox. an 
today’ Figure it out for yourself — you sell only petition. During 1939 the Com 
: : : Matis issued 32 complaints as compare 
when you can fill the need. When you sell G-E 20 in 1938. 
In the past year the Commissio1 
1,650 preliminary investigations 
e 3 * 370 complaints (305 in 1938) and 
| CTelele Melos totam deltas 9/0 complaints (305 in 1938) and 
I 288 orders to cease and desist 
1938). A total of 241 complaint 
F . . leged false and misleading representat 
Roll 'em all together and add the G-E warranty ———— aa a advertisements on labels, etc. The 
— no strings — no jokers. So seldom does a G-E The Gr [ : ; mission was successful in 27 of 
° ; G Hectric Ci ; which reached the federal courts 
Fan give trouble that you can forget about it most Court of Appeals set aside the | 
mission's orders in two cases and t 
' 4 ; a ; . urchae was an adverse decision in a D 
ers 100’, backing, you need it quick. G-E gives beget Court. Some 600 stipulations 
it to you. And the exact-same warranty is back of eid and desist were approved. 


every Fan in the G-E line.” 


the most complete line of Fans in the industry 


you've got a Fan for every purpose.” 





+t 





of the time. But when you need tne manufactur- 


“Now you're talking, Mister. I guess all fans are 
not alike and I’m sure glad to have the story. I 





ee 
figure I can do a job on this line.” Robertshaw Opens Research Labs 


“You bet you can! I've only hit the high spots. Look through this catalog careful! | PITTSBURGH—Because of the 
g I 4 


You'll find many additional reasons why G-E delivers more customers to dealers pcan ty Sine age eng Me Bn Sannay = 
stat Company has equipped a 

building at 120 Washington Bou 

FAN SALES SECTION, APPLIANCE AND MERCHANDISE DEPT. te ae tag as a ee = 

clusively to research in the field « 

GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT tric and gas temperature controls 
Here all the research work wh 


\ formerly done independently by three 
| divisions—the Robertshaw Thermostat 
NZfOy Company, Youngwood, Pa.; the A: 
————— 


than any other electrical manufacturer.” 


can Thermometer Company, St. 
and Grayson Heat Control, Ltd 
wood, Calif—has been centraliz 
coordinated under the direction of 5 
Eskin. 


It is expected that each of th 
divisions will greatly benefit from 

| of the combined facilities of the 
| tory, which are being further in 


through the installation of entiré 
testing devices. 
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Sam Sines 
iMissior 


oh 
ug : 


h Labs 
the in 
nical re EXACTLY WHAT DO THESE TWO SEALS MEAN? 
Thermo- 
n oder This is the Seal of Approval of the 
oan ¥ Good Housekeeping Institute. It means OO 
” that samples of the product have been 


> | 


Vest () Conducted by L 
S. at HOuseKeepine MAC 


+ 




























Tested and Approveg 
semaL NO 0000 














who works without PAY ! 


COULD YOU USE A FREE SALESCLERK? He’s shown some storekeepers increases on 
certain items as great as 80%! 


YES, HE’S NONE OTHER THAN the Good Housekeeping Seal of Approval as pictured 
above. Merchants who have tested the sales value of the seals tell us that they actu- 
ally can sell more merchandise! 


IS THAT SURPRISING? Not when you think of the millions of customers in this 
country who look for these seals on the products they buy ... use them steadily as 
buying guides. 


BUT TEST THE SEAL FOR YOURSELF. All you do is display any Good Housekeeping- 
Approved product for two weeks. The first week, put any sign on it you like. The 
second week, let the sign read, “Approved by Good Housekeeping” — or do it the other 
way round. Then compare your sales. 


tested in the Institute laboratories and 
have met their high standards. 


This is the Seal of Approval of the Housekeeping 


Good Housekeeping Bureau. It means 

the same as the above as applied to . 

foods, drugs and cosmetics. a aZine 
Both seals require that products be 

checked periodically to see that they 

continue to meet high standards. 










(sn Approved 

f sens o000 =>!) 

| by 

Good Housekeeping) 

% Bureau & 
© Hy, ,. Conducted by pe 
OUSEKEEPING MAC 
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UNLIGHT MOTOR 
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SPEEDS ir’ cases 


The Sunlight motor runs quietly for the entire life of the 
washing machine. 





To begin with, it is quiet because of advanced design and 
precision manufacture. The rotor is dynamically balanced 
—the cast-bronze bearings are diamond-bored—there is 
more than the usual amount of metal in stator and windings. 


It stays quiet because of these special features, 
shown in red above: Rubber mountings, flexing 
in shear, isolate any whisper of operating noise 
and curb any tendency to shaft misalignment. A 
cork cushion at the shaft end compensates for end- 
play wear. Rotor balance is safeguarded by Sunlight’s 
welded construction—protection against extreme 
heat which may melt the solder used in other 
motors. And Sunlight bearings oil themselves for 
the life of the washer. 


These Sunlight features help you sell Sunlight- 
powered washers—assure the kind of satisfaction 
that brings more sales. Sunlight Electrical Division, 
General Motors Corp.,Warren, Ohio. 






\wuld/ 
DEPENDABLE WASHING MACHINE  —o4mec 
MOTORS FOR TWENTY-THREE YEARS oro 











FINANCIAL NEWS 


Apex 


In announcing dividends on both: pre. 
ferred and common stock, The Apex 
Electrical Manufacturing Company re. 
ported a satisfactory year, with earn. 
ings, sales and workers’ wages yb. 
stantially increased over 1938. 

A dividend of $4.00 per share on the 
Company’s Prior Preferred stock was 
paid December 26 to holders of record 
December 20, 1939. This amount coy. 
ered $2.25 balance on the dividend ar. 
rearage of the stock and $1.75 
apply on the current quarter. 

The dividend to the holders of the 
Common stock was 25 cents per share 
payable December 26 to those of recor 
December 20. 


Farnsworth 


E. A. Nicholas, president of Farns- 
worth Television & Radio Corporation 
told stockholders in a letter mailed to- 
day, the company’s operating loss in the 
first eight months of the current fiscal 
year, which ends April 30, “did not 
exceed $250,000, including non-recurring 
items of more than $85,000". The 
Farnsworth Company which manufac- 
tures radio receivers, radio phonograph 
combinations and complete _ television 
transmission and _ receiving apparatus 
started production last September, fol- 
lowing acquisition of its plants in April 

The balance sheet at the end of De- 
cember, Mr. Nicholas’ letter stated 
“shows working capital of approximately 
$2,000,000, more than half of which 
is represented by cash in banks. The 
company has no bank loans outstand 
ing, accounts payable are normal.” 


Hygrade Sylvania 


Hygrade Sylvania net income for 193 
after all charges and taxes, amounte 
to $856,806.99 equal to 6.3 times 
$6.50 a share preferred dividend 
quirement for 1939 and equal to $3.3. 
a share on the 204,684 shares of con 
mon stock outstanding during the yea 
after deducting the preferred dividen 
of $6.50 a share, according to a repor 
submitted today at the annual stockhol 
ers’ meeting by E. J. Poor, chairn 
of the board. 

“The year 1939,” the report stat 
“was the 25th consecutive year in wh! 
the Corporation and its predecessor: 
have shown a profit. The company, whi 
yperates four plants—two in Saler 
Massachusetts and one in Emporium 
and one in St. Marys, Pennsylvan 
maintains its position as the second larg- 
est manufacturer of radio tubes 
third largest producer of electric ligh! 
bulbs 

“Net sales of both tubes and lar 
bulbs for the year amounted to $1! 
022,424.18. Current assets December 
31, 1939, were 4.4 times current liab 
ties. Cash plus the investment in of 
gations of the United States Govert- 
ment and other marketable securities 
at December 31 quoted market value: 
amounted to $2,073,131.03.” 





Westinghouse 


The Board of Directors of the West 
inghouse Electric and Manufacturing 
Company have declared a dividend 0 
$.87% on the common stock and $ 5/’ 
on the preferred stock of the Compaty, 
payable on February 29 to stockholders 
of record on February 13, 1940. 


Net of $86,535 at Chicago Electric 


Report of a net profit of $86,535 ior 
the fiscal year ended December 31, has 
been made by the Chicago Electric Ma 
ufacturing Co. This compares against 
a net profit of $40,552 in 1938. 
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“and Wilcolator 
= 1was a Big Factor 
--| in our success” 


e Read what Mr. Krieg has to say about hitting a new range 
‘oceceor: Sales record last year: 


“Because women are primarily interested in the features of 
a range, I talk the accuracy, convenience and efficiency of 
Wilcolator Oven Controls. And I back up every one of my 
statements with written proof—the Warranty Bond. 


“We sold 25 % more ranges last year, and I consider Wilcolator 
$ was a big factor in our success.”’ 


Hundreds of range dealers throughout the country are 
cashing in on the unique advantages offered only by Wilcolator. 


By stressing the quality of Wilcolator Oven Controls, you go 
along way towards selling the prospect on the quality of the 
complete range. 


the West 

sfacturing 

vidend 
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nd > Of 72 
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= Controls have been used in 
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Electric . lator Controls are proven effi- 
cient, and proven profitable: for 


you to stress in your selling. 
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and 


By backing up every one of these quality points with the 
Wilcolator Warranty Bond, you hold prospects’ attention every 
minute. What’s more important, you prove quality! 


Start Planned Selling working for you. Write for as many 
Wilcolator Warranty Bonds as you need for the Wilcolator 
equipped ranges on your floor. They help you sell more ranges! 


THE WILCOLATOR COMPANY 
NEWARK NEW JERSEY 


Ui iteiti; 


i foo} isl -1 am @17-13 0m Q@elslige) (Mm ileh 2-miil- 
sc Alletollchiolameltlelitn mmi-telitic-\ Mm alelur = 
mer these a-Yehitig=t nome to every = 
prospect 4 and watch the 
immediate difference it makes 
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MODEL LN 26N 
Full Porcelain 


Full Automatic Temper- 
ature Control 


Light and Minute 
Minder 


Six Quart Side Heat 
Cooker 


Large Oven 


Three Storage Drawers 


You've seen lots of “Campaign Specials.” 
You've sold lots of them. Perhaps you've felt 
the impulse to apologize for some of them. Be- | 
cause they lacked the features you feel all | 
electric ranges should have. 


But here’s a Campaign Special you can 
get behind with every ounce of your energy 
and enthusiasm—one your men can sell with 
pride—one that will make your range depart- 
ment the mecca of range prospects from the 
entire trade territory. 





sell it under ..... well, maybe we'd better 
not say in print. No use telling competitors of 
Monarch retailers too much of what's going to 
happen in 1940. But we can say it's the lowest 
priced full porcelain, full-featured range 
you've ever had offered you—and Monarch 
quality throughout! 


Write us for photographs and prices. If 
you're located in open territory, we'll present 
96.N some astonishing facts and figures that will 
open up new possibilities for electric range 
merchandising. 


Malleable Iron Range Co. 
130 Lake Street Beaver Dam, Wisconsin 





1 





Yes—and it’s priced so you can actually | 






NORGE GOES AFTER } 
BIG HOUSING PROJECT. 


Business Development Dept. 
Also Expanded 


DETROIT—A new Kitchen-Planp 
and Apartment House Department 
been established by Norge iyi: 


Borg-Warner Corporation, according 


an announcement by J. A. Sterling a 
eral merchandise manager. 

“The establishment of this new depax 
ment is made necessary by the YW 
volume of Norge business in the apar.fi 
ment-house field and also because of + 
large number of Norge products be 
installed in low-rent housing projects’ 
stated Mr. Sterling. “By setting up ¢ 
new department we will be in a my 
better position to work closely 
distributors and dealers, and we 
pect to obtain a much greater v 
business in these fields during the co; 
ing year.” 





S. J. MceCARTHY 
—in charge of Kitchen Plan- 
ning and Apartment House 
Division of Norge 





In charge of this new department 
be S. J. McCarthy, for the past ten year 
manager of a similar department in t 
west-central district for Westingh 
Electric & Manufacturing Co. 

Expansion of the Business Devel 
ment Department of Norge and apy 
ment of J. M. Tenney as manage 
that department is also announced 
ciated with Norge for the past nit 
Tenney has served as product sp 
on refrigerators, district manager, a 
western sales manager successively 





J. M. TENNEY 


—in charge of the new Busi- 
ness Development Department 
of Norge 





Mr. O’Harra at the same 
nounced the appointment of Henry 
Wyly as special representativ 
Business Development Department 4 
the appointment of William Korb ‘ 
Norge since 1928 as managé a 
statistical section of the Norge >» 
Department. ; 

Wyly was, for some time, a wholes 
representative with the Norge dist”! 
tor in Charlotte, North Carolina. * 
will assist new Norge distributors 
dealers in training their personnel @ 
in organizing their Norge activities 3" 
they are granted the Norge fr 
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Nan- 
Duse 








: National Newspaper Advertising « Magazine Advertising 
<li Dealer Direct Mail Program and a Big Rotogravure Magazine 
| on Comfort Cooling and Electric Ventilation Ready Now! 





Again American Blower takes the lead with the biggest advertising and promo- 
tional campaign on Comfort Cooling and Electric Ventilation in history! ... A 
gigantic nationwide program keyed to crack open a rich, ready market . . . Hard- 
hitting, fast selling promotion featuring world-famous American Blower products. 


You can profit by our great nationwide newspaper and magazine advertising cam- 
paign, dealer direct mail, a big, dramatic 16-page rotogravure 
magazine, and other direct selling aids — all supplied FREE. 


Desirable territories are available. Why 
not make up your mind to cash inP Send 
MERICAN the coupon and get the facts on selling 
Comfort Cooling NOW! 


























‘| GREATEST COMFORT COOLING 


and Electric Ventilation 


PROMOTION 


Portable Apartment Conditioner 
—r 
6.3 
= Ss ae 


Aeropel Electric Ventilator 


“=0 


American Blower Utility Set 


Ra 


“oh ' 
Is 


Ventura Ventilating Fan 





LOWER 
Busi- COMFORT COOLING You can sell capes Blower roam on omy 
tment terms through our affiliate, the Heating & Plumbing 
Finance Corporation. 
tiv Send Comfort Cooling and Electric Ventilation data to: 
rt 
Kor Nome 
ra : edie 
f 7 AMERICAN BLOWER CORP., 6000 RUSSELL ST., DETROIT, MICHIGAN 
a wholes Division of American Radiator and Standard Sanitary Corporation 
a mg y In Canada: CANADIAN SIROCCO COMPANY, LTD., WINDSOR, ONTARIO 
rolina. 
“ib 
rs c 
tivities 2 
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NEW MERCHANDISE 











FLORENCE Ranges 


Florence Stove Co., Gardner, Mass. 


Models: 1940 line based on six master 
models in deluxe, standard and apart 
ment styles 

Selling Features: Top model E113 with 
automatic 3-way time control acces 
sory, No. EA-ll, is fully porce- 
lained; special glass window in oven 
door permits inspection of baking 
without opening door; Chromalox 
Super-Speed, 6-heat surface units; 
Seth Thomas automatic self-calculat- 
ing timer has 3-way selector switch 
that affords automatic control of 
oven, deep well cooker or any appli- 
ance plugged into convenience outlet; 
other features are hydraulic thermo- 
stat; smokeless. broiler, warming 
drawer, 2 utensil drawers, electric 
lamp and Minute Minder.—Electrical 
Merchandising, March, 1940 





KELVINATOR Washers 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 

Models: 5-D, 7-D, 8-D and 9-D. 
Selling Features: Fabric Saver wringer 
with Pressure Pilot—a slight pull on 
lever adjusts rolls and gives right 
pressure tor woolens, silks, rayons, 
cottons and linens; pressure bar re- 
lease safety bar; improved Fin-Flex 
agitator has full-power washing zone 
from top to bottom of tub; Silent- 
Mesh transmission has 5 moving 
parts; white porcelain tub inside and 
out with white-baked Permalux base 
Automatic timer on top model 9-D 


has an indicator dial for proper was! 





ing time for ea type of fabri 
5-D, low-price leader has bar-spring 
type, pressed steel wringer with end 
pressure reset and 2 in. rolls; 7 lbs 
Capacity 

7-D, 8 lbs., has Fabric-Saver wringer 


} + 
n.p. motor, 


‘ 

8-D, de luxe model, 9 Ibs.; nickel 
chrome Fin-Flex agitator 

All models equipped to take aut 

matic drain pump and filler hose as 
optional equipment; 5-D, 7-D and 
8-D also available with gasoline 
motor.—Electrical Merchandising 


March, 1940 
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GALE Refrigerators 


Gole Products, Div. Outboard, Marine & 


Mfg. Co., Galesburg, Ill. 


Models: 4 new 8 cu. ft. models 

Selling Features: 2 Deluxe and 2 Spe- 
ials; Deluxe models equipped with 
meat keepers, hydrators, fruit con 
tainers, sliding shelves, vegetable bins. 
Both models have twin freezing units 
with separate doors providing larg¢ 


ice cube capacity. Gale “Kit Plan” 
applies to 8 cu. ft. models as well as 
egular line—‘Kits” include all equip- 
ment for food compartments including 
ice cube trays and shelves; white 
Dulux exterior finish on Bonderized 

' 

rmco steel 


Prices: New lowered price schedules on 
entire Gale 1940 line provides a 64 
cu. ft. model at $89.95 and one at 
$119.50.—Electrical Merchandising, 
March, 1940 








HOTPOINT Range 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, III. 


Model 
Selling Features: Equipped with 1940 
Hi-Speed Calrod surface units with 5 
heats, hinged connection blocks, 1- 
piece polished aluminum reflector 
pans—2 Utility size (1250-690-310- 
170-75 watts) and 1 Giant size (2100- 
840-505-210-125 watts) ; 3-heat Thrift 
(625-125-100 watts) with 
new aluminum cooker pail with 
quart markings embossed on side and 
iluminum trivet; extra-large double- 
init oven provides 4 types heat for 
baking and roasting—upper unit 2200- 
500 watts; lower unit 2000 watts; bi- 
metallic type oven temperature con- 
trol; extra-large utensil storage 
drawer; oven pilot light; appliance 
outlet in back splasher; all-porcelain 
finished, built-in floor construction 
with 1-piece Monotop cooking top; 
black Textolite switch buttons and 
door handles. Lamp and timer clock 
available at slight additional cost. 
Price: “Under $100 in most localities.” 
Electrical Merchandising, March, 
1940. 


Hotpoint Century 109RB18. 


Cooker 





PROCTOR Irons 


Proctor Electric Co., 7th & Tabor Rd., 
Philadelphia, Pa. 


Models: 3 automatic irons No. 970, 
971 and 972 in addition to Never- 
Lift model. 

Selling Features: No. 970, 1000 watts, 
44 lbs.; 3-speed selector regulates 
amount of heat according to speed of 
person ironing; fabric dial; Dread- 
nought heating unit; air cooled han- 
dle, built on cord with rubber guards. 

No. 971, 850 watts, weighs 5 Ibs.; 
same as 970 except with a spring cord 
guard instead of rubber guard. 

No. 972, 700 watts, weighs 5 lbs; 
black wood, torpedo type handle with 
metal supports, same as 971 except 
3-speed selector is not included. 

Prices: 970, $8.95 ; 971, $7.95; 972, $5.95. 
—Electrical Merchandising, March, 
1940. 


v 





DUPLEX Travel Stove 
Duplex Appliance Co., Springfield, Mass. 


Device: Travel stove with folding legs; 
can be carried in overnight bag; 6 in. 
diam., 14 in. deep when folded; 
thermostatically controlled, 800 watts, 
110 volts, a.c—Electrical Merchan- 
dising, March, 1940. 





MANNING-BOWMAN Broiler 


Manning, Bowman & Co., Meriden, Conn. 

Device: Table broiler. 

Selling Features: Ventilated cover fits 
snugly over broiler rack; special 
hinge holds it up and away when 
handle is lifted: insulated solid wal- 
nut handle; vents in cover prevent 
smoke and spatter; bars of broiler 
rack close together to accommodate 
mushrooms and other small foods; 
removable aluminum plate catches 
drippings; 800 watt unit can be 
turned down to 300 watts for sim- 
mering; a.c. or d.c.—Electrical Mer- 
chandising, March, 1940. 













NORGE Refrigerators 


Norge Div., Borg-Warner Corp., 
Detroit, Mich. 


Models: 4 new models have been adde 
to 1940 line—Viking Special 6, Vij 
ing Deluxe 6, Viking Lifetime Po. 
celain 6, and Norge Mor ogram 
Super-8. 

Selling Features: Viking Special 6 pr 
vides 6.20 cu. ft. storage; automa 
ically lighted; door of stainless ste 
freezer has Norge monogram; 2 

trays with metal grids and a dout 

width fast-freezing dessert tr: 

Norgloss exterior, porcelain interio; 
Viking Deluxe 6 is 2 in. highe 

than Viking Special 6; has 5 shelve 

2 mechanical “lever action” met 
grid trays and a double width de 
sert tray with metal grids and; 
separator; removable shelf insert fr 
storage flexibility; glass-covered slid 
ing Norge Hydrovoir. Viking L 
time Porcelain 6, similar to Vikix 
Deluxe 6, except all-porcelain. 

Monogram Super-8, 8.85 cu. ft. c 
pacity; 6 shelves. 

Prices: Viking Special 6, $112.75; Vik 
ing Deluxe 6, $137.75; Viking Lit 
time Porcelain 6, $159.95; Monogran 
Super-8, $179.95.—Electrical Me 
chandising, March, 1940. 





COOLAIR Window Fans 


American Coolair Corp., 
Jacksonville, Florida 

Model: Type 28-W. 

Selling Features: Ultra-quiet, | 
large-capacity fan for ventilati 
cooling living rooms, _ bed! 
apartments, small homes, 
stores. 

All moving parts — motor 
entire blade assembly cradled in C 
air’s new patented built-in spring 
eliminating vibration noise and $s 
plifying installation. Complete Ww" 
side mounting flanges, safety gua 
variable pitch motor pulley and et 
tric cord with reversing plug, ré 
for quick mounting on inside 
side of any window. Neither ns 
lation interferes with norm 
tion of window sash. Light 1v" 
finish; all-steel construction; ove" 
width, including flanges, 35 : 
overall height, 328 inches; 
of streamlined inlet, 28 inc! , 
operates to blow in or exaust * 
desired. 

Air capacity ranges from 7 
to 6000 cfm, depending upon 

ting on variable pitch motor pullf 

—Electrical Merchandising, Mat4 

1940. 
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Biggest Bendix Blast 
Since Original Announcement 
of the Bendix Home Laundry... 


“SUCCESSOR TO THE WASHING MACHINE” 


The Bendix news to be released in the next few days will rock an 
entire industry — 


Stand by, Dealers, for an explosion that will land 1940's biggest 
sales opportunity right in your lap. 


Again Bendix leads . . . let those who can, follow! Be sure to 
attend the Distributor’s Meeting to be held soon in your territory. 


ot pulley a 
ng, Mara 2 
<¢ 
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NEW MERCHANDISE 





match; molded glass juicer and small 
and large mixing bowls; ball-swivel 
arm permits shifting of beating action 
from center of bowl to off-center po- 
sition, causing bowl to revolve auto 
matically while turntable remains sta- 
itonary; 450-G, ivory mixer with 
jade green bowls and juice extractor ; 


458-W all white trimmed in black 


W pal molded glassware 
Price: $18.75.—Electrical Merchandis 
March, 1940 





HOTPOINT Dishwashers 


Edison General Electric Co., 5600 W. Taylor 
St., Chicago, Il. 


i “ s Va 





EVERHOT Rangette & Grill 
The Swartzbaugh Mfg. Co., Toledo, Ohio 


No. 820 Rangette; No. 825 


Features: Wall-outlet Rangette 
occupies less than 24 sq. ft.; combines 
broiling, toasting grilling, surface 
burner cooking, and (with oven) 
baking and roasting; switches inter- 
lock to throw up to 1100 watts into 
either burner on high with propor- 
tionate reductions in other positions ; 

nged removable griddle for grilling 
also acts as cover reflector on square 
burner when broiler drawer is in use 

Grill, broils, grills, fries; broiling 
section consists of removable rec- 
tangular pan equipped with 2 position 
rack having enough space for steak 
or 2 chicken halves ; access to broiler 
by lifting up hinged element; remov- 
able aluminum griddle for frying, 





deadened doors; on right door are 3 
a 


for gadgets; sliding towel rack 
! + ’ ' rtmn ne ? 
( npartment; 








: id <3 7 . m= = a “~ in yee making pan akes ete. ; chrome plate 
seonested an tallnieaies oder aan finish with walnut handles. 
single 3-position control switch; d Prices: Rangette $19.95, oven $7: grill, 
tergent cup in upper left-hand cor $10.25. — Electrical Merchandising, 
of door holds 1 tablespoonful of March, 1940 
( t bonderized steel cabinets 
finished in white Calgloss; tops are 
; i g wl t Trceila 
ena and tub interiors.—/ ~d 
, Ml indising, March, 1940 a 
v 





BARTON Washers 
The Barton Corp., West Bend, Wis. 


Selling Features: Controla Speed wash 


DORMEYER Mixer 


A. F. Dormeyer Mfg. Co., 4316 N. Kilpatrick 
Ave., Chicago, Ill. 


Model Electriqueen” models 450-G 


Selim Features Powered by improved 


1940 Dormeyer 3-speed universal m« 


tor: automatic revolving turntable: trol, with clutch itself opesating in 

acid proof chrome plated steel beat- oil inside transmission.—Electrical 

ers; drink paddle and spatula to Merchandising, March, 1940. 
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Selling Features: Two featured models 


ers for 1940 have new light weight, 
plastic agitator with glassy smooth 
surtace to minimize wear on clothes 
and resist corrosive influences; does 
not change color; outside clutch con- 





UNIVERSAL Liquifier 
Landers, Frary & Clark, New Britain, Con 


Vodel: “Mixablend” No. E103. 
Selling Features: Mixes, blends, whip: 
cream, icings, sauces, light batters 
purees baby foods; chops vegetables 
liquifies fruit and vegetables; 1 
glass container; 2-speed motor wit 
3-position switch; motor equipped 
with self-lubricating ball bearings 
NORGE Ranges 6 cutlery stainless steel cutters; rad 
Norge Div., Borg Warner Corp., Detroit interference eliminators; a.c. or d 
Mich. Price: $19.95.—Electrical Merchandis. 
- . , 940 
dels: 7 models ranging from 3- ing, March, 194 
burner apartment model to deluxe ’ 
m del 





have 4 surface burners, 3—6} in., 1200 
watts, 6-heat single burners and 1—8 
in., 2000 watt, 6-heat 3-ring burner. 
[wo ruby light signal indicators—one 
for surface burners and one for oven; 
both models have sealed-bottom ovens ; 
waist-high, 1940-watt broiler element 
and 2000 watt bake element provide 
3940 watts for oven pre-heating ; oven 
mtrol includes “pre-heat” “broil” 
and “bake” markings; automatic 
time control for oven, utility outlet 
and well cooker available in top 
model; time control and well cooker 
available as extra cost accessories for . ¥ 


other models; larger model ME-34 WHITE Water Heaters 


has “divided top” arrangement of 

surface burners with working area White Products Corp., 632 Clifford St. 
in center; white, acid-resisting porce- Lansing, Mich. 
lain enamel finish, chrome trim, black, 
recessed floor bases. — Electrical 
Merchandising, March, 1940. 















Selling Features; Immersion type 
cially designed heating unit of 
seamless copper tubing, 2 in. wide 
26 in. long and less than 4 in. thick 

v provides large heating surface; ther- 

mostat built-in as part of heating unit 

maintains dependable temperature 
control; diffuser prevents incoming 
cold water from mixing with water 
already heated; galvanized tank; 
built-in heat trap; 20 gauge shett 
steel outer jacket finished in baked 
enamel. — Electrical Merchandising 
March, 1940. 






“<s 





wit — 


FREEMAN Stokers 


Freeman Stoker Div., I/linois lron & Bolt Co., 
918 S. Michigan Ave., Chicago, Til. 


Models: New low-priced stoker and 
new streamlined deluxe stokers. 
Selling Features; Low-priced model 
equipped with double-action air con- 
trol which adjusts air supply to cre- 
ate perfect fire-bed and banks fire 
when stoker shuts down; heavy duty, 
repulsion-induction motor; hopper 
300 lbs. capacity; 3 speeds; extended 
windbox; sectional tuyeres with “V” 
shaped air openings; coal tube and 
hopper base of welded steel with 
heavy seamless steel tubing; cleanout 
plate for removal of obstructions 
which might get into coal; coal burn- 
ing capacity 30 lbs. per hr. 
Streamlined DeLuxe models have 





AMERICAN BEAUTY Washer 
Getz Washer Co., Morton, //I. 


Selling Features: New “gent 





large 400 lb. hopper built low for gear shift control; selectiy lif 

. ’ rece” ” ; ee liter and 
easy filling; rectangular “coal-saver tip shift reduces speed of of 
burner with criss-cross air-flow from and water action to less Ever} 
tuyeres gives better distribution of normal action, eliminating f Clever a 
coal and air for maximum combus- agitator for washing silks, ‘ace © beautiful! 
tion efficiency; available in 30 Ib. tains and other delicate fabrics. +”* of free o 


(L-1), 35 lb. (L-2) and 50 Ib. (L-3) American Beauty washers are 4 
sizes for domestic use. offered in standard = shit, ™ 

Price: Low-priced model $154.50 com- streamlined with new wringems 
plete with controls.—Electrical Mer- Electrical Merchandising, Mat THE | 
chandising, March, 1940. 1940, 


MARCH, 1940—ELECTRICAL MERCHAND!S!"S LECTR 


ers 
Ford St 





MODEL No. 800 
with No. 801 Cabinet 
New DeLuxe Automatic 
ROASTER with TURN-A-KNOB 
COVER-LIFTER 


* Packed with easily demonstrated features 
Nat stop shoppers—enthuse sales people— 
Make quick sales. The Turn-A-Knob cover 


vitato{a ter and dialed moisture control lead a long list 


of Everhot advantages that interest women. 
‘ver accessories to boost unit sales. Other 
autiful models in wide price range. Lots 
of free sales helps. 





FAMOUS for QUALITY 


LONG LIFE OPERATION WITHOUT SERVICING 


EVE R H OT LABEL ASSURES 


WIDE CONSUMER ACCEPTANCE 








NEW- evectric ROASTERS in a WIDE PRICE RANGE 
NEW-taste GRILL that BROILS — FRIES — TOASTS 
NEW-reDESIGNED WALL-OUTLET RANGETTE 


New TABLE GRILL 
BROILER « PANCAKE GRIDDLE 
FRYER « TOASTER 


Model 825 Table Grill . . . List $10.25 


@ The speed, capacity, convenience and chrome 
flash the public wants. A large-size efficient 
appliance—not a gadget. Room for thick steak, 
chicken halves. Toasts six slices both sides 
5 minutes. Meets widespread demand for 
good pancake griddle. Removable grid and 
broiler pan. Hinged element. Two heats. 


FREE! Interesting book tells 


simple, proved, easy methods used 
by successful retailers to sell roast- 
ers. Roaster merchandising reduced 
to easy-to-do, exact, practical 


formula... Write for your copy. 


Model 820 Rangette . . . List Price $19.95 


WALL-OUTLET COOKING 


at its BEST! 
Thousands Sold at Higher Price 


@ New improved model, restyled, faster, 
larger burners. Exclusive interconnecting 
switch system broadens usefulness. New 
removable hinged griddle for frying. Drawer 
for broiling and toasting. MORE eye-appeal. 
Insulated oven $7.00 extra. Big market 
among light housekeepers, etc. 


ON and OFF APPLIANCE TIME SWITCH 


Pe @® Automatically turns 


roaster on and off at times (Se 


desired. Controls radios, 
lights andotherappliances / n 
| —many unique uses in the | : 
home. Time range 21}2hrs. | 
( u 


1 Priced lower when sold ~~ 


with roaster. 


No. 760 List $5.95 No. 765 List $6.95 





COMING W2tch for early announcement of 


sensational, new, ultra-advanced 


SOON... line of Everhot Electric Ranges. 











“4HE SWARTZBAUGH MANUFACTURING COMPANY “!:“ TOLEDO, OHIO, U.S.A. 
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“COME CLEAN NOW,” 


Said the D. A., 


“WHAT'S UNDER 





THE ENAMEL?” 





Whew! What a cross-examination 


that W is! But | sold the D \ 
| 


a new retrigerator, so 


must have iven all the right answers... Here ’s the 


iv it happened 


This fellow marched in here this morning and an 
ounced he w inted to buy a good refrigerator Right 
away | could see the sale was not going to be any 
picnic. He seemed so sure of himself. When he began 
hring questions it dawned on me who he was—the 
DD.A ind to hin was just another witness on 
a nal 
\fr ld him all about the machine—how it 
operated Vv mucl current it consumed, its capacity, 
it intel r teatures, the finish, etc he pointed 
straight at me in his best courtroom manner and said, 
it f iin enamel finish, inside and out, looks 
food ton it now do | know it will stand up? Come 
clean, v, what’s under the enamel?” 
He th ht he had me there, but I was ready for 


that one. | merely pointed to the U-S-S VirrENAMEL 


CARNEGIE-ILLINOIS 


STEEL 





. 


Seal and told him that U-S-S VirrenamMe is the 
name of the finest enameling steel that money can 
buy. “Whenever you see that seal on any porcelain 
enameled product,” I said, “you know the porcelain 
is tightly fused onto a sound, strong metal base.” 

“T guess that closes the case,” said the D.A., as he 


sign d the orde f 





Vakers 
enameled products are now 
making the most of the fine 
teel that lies beneath the 
porcelain. They label their 
products with the U-S-S 
\ ENAMEL seal, symbol 


of quality porce lain 


of the finest enameling steel, 
evidence of superior crafts- 
manship. Advertisements in 
imerica’s most widely read 
magazines are now feature 


ing this quality mark on 


stoves, refrigerators, wash- 
ing machines, table tops, 
ete 1 product labeled 


“U-S-S VirrenamMe.” gives 
the buyer an extra plus for 
the money. 











CORPORATION 


Pittsburgh and Chicago 


Columbia Steel Company, San Francisco, Pacific Coast Distributors 





. United States Steel Export Company, New York 
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Models: 


Selling 





WEBSTER Teletalks 
Webster Electric Co., Racine, Wis. 


Deluxe Series 500 and N 
206-A Annunciator type. 
Features: Deluxe series 4 
has “Busy Signal’ and 2-way 
munication without need for many 
operation; separate microphon 
top of cabinet speaker is for rece 
tion only; to talk with one or mor 
stations user trips keys in panel 
any station is busy pilot light g 
out, light goes on again when line 
clear; “extra volume” knob 
increases volume when necessary 
In 206-A Annunciator type, annu 
ciator system identifies the stati 
that has called while away fro: 
desk; available in “M” and “S” 
ries; can be furnished with hands 
for confidential conversation.—F] 
trical Merchandising, March, 1940 





FRIGIDAIRE 
Farm Refrigerator 


Frigidaire Div., General Motors Sales Corp. 


Dayton, O. 
Vodel: Farm 8 
Sellng Features: Resembles 8 cu 
“Super Value” unit; contair i 


Frigidaire features such as 
miser, l-piece steel cabinet, sealed 
sulation, chromium finished 
interior light and other 
Shelves are arranged to provi 
space for go-to-market type 
which holds 3 to 5 gal. milk or 


a shelf to hold wire basket conta 
ing 15 doz. eggs, and a super-fret 
with storage capacity for 12 lbs. n 


Price: $171.75 installed in Zone “A’ 
Electrical Merchandising, Mar 
1940. 
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KELVINATOR 
Beverage Coolers 


Kelvinator Div., Nash-Kelvinator Corp 
Detroit, Mich. 


Models: BC-154 and BC-266. 
Selling Features: BC-154 has capaci 


of 154 standard 7 oz. bottles; Bt 
266 has capacity of 266 standard 


oz. bottles; can be used for wet 


dry cooling; galvanized tub interio! 
and exterior of shell  chemuca 


treated for rust protection a 


1 
adhesion; flip-flop hard rubber 1¢é 


smaller model available in white 


green, both models finished in bake? 
Mi hanas- 


Permalux. — Electrical 
ing, March, 1940. 

















C ing EUR 
pmnazing E 


cleans by itself. . . 
All you do is steer 


Take a rest on cleaning days — like 
this smart housewife above. SHE 
chose Eureka 
Amazing Eureka Swirl Actic 
dees the hard work for you —ew 
out dirt from rugs in a jiffy 
nap soft and springy, mak 
colors bright. And all you 
mat chert Un ome cestelbeenpons @ switch and steer! 
arntle, ewirlng motion Works like magic! T, 
Fast, rotating motorainves and adjustable 
ler@eh. with flexible adjust lowers to (it rugs indi 
ahic bristles, Wits deeply off the famous pal 
cimbedded, gritty, ‘smudge dust bag and no 
» mariner. Fowertal talie out! Hand 
extion SWIRLS “ 

dint ofl carlace tate tan, Eureka slides 

tilts” for cle 
sts tasy to clean with See Eurek 

, your local 

Three beaut 

models to ¢ 

home deme 
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SAVE UP TO ] 80 


ON A BRAND-NEW 


/ VACUUM CLEanwer 
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with amat FEA Swine, a 
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CLIP THIS COUPON => 
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VENTURA Attic Fan 


American Blower Corp., 
Detroit, Mich. 
Device: Self contained home conditior 
Selling Features: Designed and style 
for the modern homes; 
acoustically treated steel 


re 


compact 
cabinet 


black morocco crinkled finish; rubt 


€ mounted; quiet operation; furnisl 

with or without decorative grill 

@) evi alas tapered top facilitates installatior 
where attic space is limited; stream- 

lined inlet; available in 6 sizes pro- 


viding from 7500 to 21,500 cim— 
Electrical Verchandising, March 


iatel meat - 








@erssiitcye 
helps make 


Hereis an interesting bit of 

information, secure Acca 

ing a survey tm Lima, Kelvinator Dir. Nexh-Relvinater Con. 
Mrs. B. of East Market Eomrstsrion 
St. wanted to purchase a 


KELVINATOR 
Reach-In Refrigerators 


els using forced-air circulation R-2 


Frigidaire. She turned to 
the Classified section to 
see who handled this 
product and from be- 
neath the Frigidaire 
Trade Mark selected the 
Leader Store from whom 
she bought a Frigidaire. 


Refrigerators—Electric— 


a, auc ——————SS—S 


with 
only refrigerators 
Sater. Miser. Models —_ 
world’s first “Cold-Wall by 
frigerator, built on — 
new principle. 

amusingly 

Motors values. 


«WHERE TO BUY IT 
SALES DEALERS 
LEADER STORE THE 17 


eoeoeenere® 


Do you want to share in this business? Then be sure you're adequately 


represented at the classifications of the products and services you sell. And 


be sure your Classified Directory advertising mentions sales points about 


your business which prospects want to know. Just call your telephone busi- 


ness oflice and ask for the Directory Man. 
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RL-20 and R-30. 
Selling Features X-20 has 20 cu. ft 
capacity; RI-20 same as R-20 except 
an ice maker is built in cooling un 
R-30 has 30 cu. ft. capacity; aut 
matic light, ventilated, unrefrigerate 
compartment on left side of base 
justable temperature selector wit 
“on” and “off” switch for condens 
ing unit; white porcelain on st 
terior with acid-resisting porcela 
finish bottom: Permalux exterior 
Electrical VM erchandising, 
1940. 


e€ 


v 


HANDYHOT 
Matched Appliances 


Chicago Electric Mfg. Co., 6333 W 
St., Chicago, Il. 


V odels DeLuxe automatic mat 
appliance line consists of a 
waffle iron, double waffle iron 
combination waffler and sa 
toaster. 

Selling Features Fully automat 
turns current off when preheat 
when waffles are baked; 
heat control for light, mediur 
dark; chrome finish trimme 
natural walnut handles; illu 
crystal jewel in upper grid 
waffle baker has 7}-in. alt 
grids; 600 watts; twin waffl 
has two 6-in. grids; 800 watts 
bination waffler and sandwich 
has interchangeable grids a1 
plates; 600 watts. 110-120 v 
only.—E lectrical Mercha 
March, 1940. 


adjustal 
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“T TNLESS I’m very greatly mistaken, Madam, 
these boys of yours aren’t the quiet, restful 
type. In fact, I'll venture to say that they occa- 
sionally make you think a cyclone has struck 
your house.” 
I could only nod. He was painfully correct. 
“That’s why I say these boys are two mighty 
good reasons why your refrigerator should have 
a DULUX finish. You see, DULUX is tough... 
resistant to hard wear, grease and stains. It stays 
snowy white, in spite of punishment. 
“Another thing about DULUX: You'll never 
find a finish that’s easier to keep clean.” 


I nodded again. I was certainly interested in 





anything that saves work around the house. 

““DULUX is made by Du Pont,” the salesman 
continued. “And I’m sure you know the reputa- 
tion Du Pont has for making only highest quality 
products.” 

Once more I nodded. And that was the nod 
that led to my saying, “Ill take it.” 

: . : 


Especially when there are children in the pros- 
pect’s house, you'll find DULUX winning quick 
approval. It’s just one of the reasons why DULUX 
can help you sell refrigerators faster. E. 1. du Pont 
de Nemours & Co. (Inc.), Finishes Division, 
Wilmington, Delaware. 


BLEL REDS 


RtG.US.PAT.OFF 


FINISH 


DU PONT ON THE AIR— Listen to “Cavalcade of America” every Tuesday, 9 p. m. E. S. T., over N B C Networks 


THE MODERN FINISH FOR MOD 
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SETH THOMAS Clocks 
—= Seth Thomas Clocks, Thomaston, Conn. 
Wodel: 1A Laurel self-starting alarm. 
Sellmg Features: Mahogany case with 


inset metal and panels in antique 


Appearance 7 Performance e Durability bronze with embossed, high-lighted 


decorative design; 34 in. silvered dial 


Eye Appeal e Efficiency © Value with black numerals and bronze col- 


ored hands; polished brass sash; 
electric alarm with delayed current 


> 4 SWIVEL FLOOR NOZZLE interruption indicator: 4{ in. high, 


54 in. wide, 1 in. thick. 
(PATENTS PENDING) : Sa as 
Price: $6.95.—Electrical Merchandising, 


* CHROME PLATED WANDS March, 1940 
WITH AIRTIGHT RUBBER 
CONNECTORS 


(PATENTS PENDING) 


je CARRYING KIT WITH 
TOOLS FOR EVERY TASK 
CAN BE PURCHASED EXTRA 











EMERSON Fan 


The Emerson Electric Mfg. Co., 
St. Louis, Mo. 

Device: Golden Jubilee Fan. 

Selling Features; 10 in. overlapping 
bronze blades; 640 cfm; quiet oper- 
ation; ornamental guard; stream- 
lined; enclosed induction-type motor; 
finger-tip control of oscillation arc 
from 90 degs. to any lower range, or 
Stationary; friction-hinge for tilting 


fan up or down or for wall mount 
ing; bronze blades, bronze lacquer 
finish 
Price: $13.95.—Electrical Merchandis- 
ing, March, 1940 
v 





IS THE ONLY TANK 

TYPE CLEANER WITH A PATENTED SWEEP 
ACTION FLOATING BRUSH BUILT 
RIGHT IN THE FLOOR NOZZLE! 


PROFIT WITH 


——d 4 TAO : wey 
REX-AIRATE Ventilators 
Air Controls Inc., 1933 W. 114th St., 
Cleveland, O. 


Device: Rex-Airate “Thrift-Aire”’ SK 
510 window ventilator and Rex-Air 


THE P. A. GEIER COMPANY a STP” AV-S1 atic vee 


540 E. 105th ST., CLEVELAND OHIO Selling Features: “Thrift-Aire”, quiet 


low ventilator and exhaust unit, 
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{ 


5100 cfm., for cooling a whol. 
ment or office suite; 6-blac 
sures quiet air delivery; belt 
i} h.p. split phase motor, no ; 
interference; protective wire g 
fits front or back for exhaust 
take; fasteners for mounting 
against window frame; provision 
attaching legs. 
“Thrift-Pak” package 

ventilator can be _ installed 
building or buying addition 
rials, includes “Thrift-Aire” ventilg 
without protective grille; all 
vent-box; expanded metal  cej 
grille; rubber coated connector; 
cfm. 

Prices: “Thrift-Aire” $49.50; ° 
Pak” $79.50.—Electrical Mi 
ing, March, 1940. 


v 


WAGNER Fans 


Wagner Electric Corp., 6400 Plymouth 
St. Louis, Mo. 

Device: Redesigned 1940 fans. 

Selling Features: Motor and base 
ished in crackle-brown; blades 
soft lustrous brown; guard in sil 
gray; 4 models; 8- and 10-in. m 
oscillating; 10- and 12-in. oscillati 
(10 in. single-speed oscillating ill 
trated). 

Prices: From $3.95 to $16.95.—Eled 
cal Merchandising, March, 1940. 


\ 
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TITAN Thermostatic Switc 


The Titan Valve and Mfg. Co., 9913 
Ave., Cleveland, O. 


Device: Thermostatic switch to ¢ 
water heaters, bonnet controls 
conditioning fans, laundry 


t 


sterilizers, steam tables, urns, et 

Selling Features: Designed for 4 
ances where accurate thermostat 
desired; immersion wells may 
plied with ? in. IPS thread; ' 
mostatic element fits into well 
has positive spring lock holding 
firmly in position; no screws | 
brackets necessary for assembl 
temperature selector permits adjis 
ment over wide range; operating & 
ferential may also be varied as 9% 
fied from a minimum of 5 degs. 
50 degs. F.; snap action switch mé 
anism gives high contact pressure 
quick make-and-break action; sil 
contacts; Type P, single pole, # 
throw 8,000 watts; Type P, sin 
pole, double throw, 4000 watts; Ty 
2-P, double pole, single t yw, 4 
watts; 115-230 volts; a.c. or y.-@ 
trical Merchandising, M 








THE BUY OF THE 
CENTURY—MADE TO RETAIL AT 


£9. 


IN MOST LOCALITIES 
THE CENTURY 
A full-size Automatic Electric 


Range with Hotpoint quality 
features at a new low price! 


FEATURES WITH SOLID SALES PUNCH! 


e MEASURED HEAT—year’s greatest fea- e Oversize 6-qt. Thrift Cooker — steams, 
ture in electric ranges. stews, boils. Cooks complete meals. 


e All porcelain enamel. e Fully automatic, All-Purpose oven with 
e Three Select-a-Heat Calrod units with 5 two fast-heating units. 


weenie heats. Lamp and Timer available at slight addi- 
e One-piece top of Stain-Resistant enamel. tional cost. 


EDISON GENERAL ELECTRIC APPLIANCE COMPANY, Inc., 5620 West Taylor Street, Chicago, Illinois 
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Making the Cooking 


ANNOUNCING BIG SALES DRIVE ON ‘Semedstrtion Sel 


- JOKING demonstrations — that 
make sales are those which effec- 
tively remove from the mind of the 
prospect some objection which would 
otherwise keep her from purchase of 


an electric range, in the opinion of 


, B. L. Russell, electrical dealer of 
E L b C # i C Huntington Park, Calif. Mr. Russell 
has a number of ideas which have 


brought effective results. 
Re 
his 


Most commonly used of these is 
method of individual self-demonstra 


and his family of Westclox Electric Clocks 


gpAy 


ET. Se 


if frond pects in this case—and always it is a 
Ousel Aan live prospect who may be hesitating 
i } 


ecause of some specific doubt as to 


tion, which is frequently employed as 






a means of closing a sale. The pros 
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132 MILLION 
ADVERTISEMENTS 
IN 33 
PUBLICATIONS! 


LINE of electrics headed by the 
greatest name in clocks — Big 





Ben; plus an advertising campaign 


that covers the clock market like a 5 
blanket . . . that’s the team you line wf 
up with when you sell these beauti- Px, ] 
ful electrics! In addition to Saturday if 


Evening Post and farm paper ad- ff 
vertising, there's a special campaign 
in Collier's, Better Homes & Gar- 
dens, Good Housekeeping, and the 
roto sections of 26 big Sunday news- 
papers! Remember, Big Ben Electric ; 
heads a complete line of sparkling [iy 
electric clocks—time clocks, wall f[ 
clocks, alarm clocks—retailing at [DQ 
from $2.50 to $6.95. Only a few are ray 
shown here. Order from your whole- [Rj 
saler today. Westclox, LaSalle-Peru, 7 
Illinois. Division of General Time ff 


Instruments Corporation. 





BIG BEN 
ELECTRIC 


SELF-STARTING 
Big Ben Electric 


Chime Alarm is beau- 
tifully streamlined. 
Has current interrup- 
tion signal, 2-voice 
gong alarm for light 
and heavy sleepers, 
“first he whispers, 
then he shouts.” No 
other alarm clock has 
the name, the accept- 
ance that Big Ben 
enjoys. Don’t fail to 
stock this fast selling 
electric clock! 


electric range performance—is invited 
to the store for an exclusive one-hour 
lesson in electric cooking. Under the 
direction of the store’s home econo- 
mist, she there prepares herself some 
one dish, using the store’s materials. 
The choice of food depends upon the 
particular object lesson which it is 
desired to teach. She does the cook- 
ing herself, and when it is done, she 
takes home the results. In this way 
she learns by her own experience 
that the electric range is not slow, or 
that broiling is effective, or that bak- 
ing can be done by temperature and 
timing with accurately predictable re- 
sults. No especial emphasis is placed 
upon the point which it is desired to 
bring out, but the choice of task has 
led her to convince herself on the 
particular feature which the salesman 
sensed was holding up the sale. Not 
more than five of these demonstrations 
are scheduled for any one day. Re- 
sults show that in every case the 
objection has been overcome, which 
means that in almost every case, the 


sale 15 made. 


Range Padlocked 


\nother method which Mr. Russell 
uses is to dramatize some one advan- 
tage of electric cookery is a general 
demonstration in such a way that no 
one of the women present can fail to 
be impressed. Such an instance was 
the occasion when twenty-five pros- 
pects were invited to witness the cook- 
ing of a turkey under test conditions 
in a roped and padlocked oven. They 
witnessed the preparation of the bird 
and then saw a man from the local 
utility rope the range and place a 
padlock on the rope, which bound the 
oven shut in two directions. He then 
left, taking the key with him. The 
demonstrator then turned on the cur- 
rent, set the regulator and proceeded 
to other presentation of the electric 
cookery story. At the right time she 
went to the telephone and asked the 
utility to send a man to unlock the 
oven. The prospects unwound the 
rope and opened the oven door, to find 
the turkey perfectly cooked. 

The stunt was simple enough, but 
to women used to the necessity of 
oven watching in other ranges, it was 
an extremely impressive method of 

















DELCO DE LUX 
[2 "and 16° FAN 


PRODUCT OF GENERAL MOT) 


The Line of Delco Fan 
for 1940, of which th 
Delco Deluxe is a style 





and sales leader, is 
varied and so complete ij 


offers a fan to solve ever 






cooling and_ ventilatin 






problem of home, store 





office and factory. 


1940 FAN PROFITS 


will depend on your ability « 
promptly supply your custom 
with exactly the type of { 
needed, and you will be able ' 
do this with Delco Desk, Pedesta 
Ceiling, Exhaust and Ventilatin 
Fans, the wonderfully effective 
Delco Aircirculators and the Dele 
Northeaster Desk and Ventilatin 
Fans which are the leaders of th4 
low price field. 























Send for the 1940 Catalo 







—and see for yourself how ea! 





it is to solve every cooling 
ventilating problem when you s¢ 
Delco Fans. Get all the detail 
and learn about the _ displ 
posters and folders Delco pr 
vides to help increase sales 
profits. 






















DELCO APPLIANC 





MANOR self-starting elec- BACHELOR self-startingelece COUNTRY CLUB electric 










, ; dramatizing the fact th electric | 
tric wall clock has rapid turn- tric alarm. Blue or black finish, alarm, luminous dial, fretails re 8 at : . : . ) | V | S | #) N 
over. Comes in four color plain dial, retails at $3.95; ivory for $3.45. Maroon, gold color range temperature control and timing GENERAL MOTORS SALES coRporsl 
combinations, Retail, $3.95. finish, luminous dial, $4.95. trim, plain dial, retails $2.50. can be depended on. The group took | 
Ri 
Makers of Big Ben and his family of spring-wound clocks, electric | the lesson to heart—and several sales ROCHESTER, NEW YO 
clocks, wrist and pocket watches ... priced from $1.25 to $6.95. were the result. | 
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cane 
General Electric Meets 
Present Markets with Finest 
Line of Refrigerators 
Ever Built... And Sweeping 
Price Reductions 


G-E Will Do It Again in 1940! 


L MOTO 


so Fan 
ich th 
a_ styl 








is 


7a , |! ‘ General Electric dealers are prepared for 
iplete i ee )/ ma ne & today’s markets. With an even finer line 


— mer 2a » 2 | of models, at competitive prices — new 
atileti pes ‘ ' we outstanding sales features — adequate 

i , profit margins — and the public accept- 
ance General Electric enjoys — it’s going 
to be another G-E year. 


+, store 








OFIT) 


ee . * 

| ae M5 

ate. ad 

i : | 

ye , 

ability « oY Fe 4 
custom ‘ / ie, 

e of fa “a , of. SEE 
be able ' , : 
‘, Pedesta ‘ . 
Ventilatin ee ; 


effectivg 


Jers of thé 


Catalog 3 ae 6.2 CU. FT. 
how east - a | MODEL LB 6B 
‘cooling 4 2 teal | ; 
- we ; E with all-steel one 
the dew] aie | cabinet, 
en | famous G-E 
gee ‘oa sealed-in-steel 
” r Thrift Unit, 
; , | and other 
- = features 


| A N ( > - Prices slightly higher in the south and west. 
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CURTIS 





REFRIGERATION 


AIR CONDITIONING 
ane COMMERCIAL 


PACKAGED Al 
CONDITIONING 








LL classes of retail establishments — stores, 





offices, restaurants, banks, etc., are demand- 
ing air conditioning now. You can sell this rapidly 
expanding market with Curtis packaged air con- 
ditioning units that require only water and elec- 
trical connections to install. 


7/2 10-15-ton 


Complete Remote or Central 


Type Air Conditioner 
























Both the Curtis Store and Office Cooler and the 
Curtis Remote or Central Type Air Conditioner are 
complete factory designed, packaged air condition- 
ing units. They mechanically cool, dehumidify, cir- 
culate and filter the air. Costly installation expense is 
eliminated. Both are adaptable for heating if desired. 


The Curtis line of Condensing Units includes sizes 
from 1/6 to 30 HP., air and water cooled. There's a 
Curtis model for every air conditioning and refrig- 
eration requirement, each precision engineered to 
deliver economical, efficient, care-free performance 
throughout an exceptionally long life. 


The packaged air conditioning market is a 
fast growing source of sales and profits. Write 
for information on the complete Curtis line. 


Curtis Store and Office 
Cooler — 3 and 5-ton sizes 





CURTIS REFRIGERATING MACHINE COMPANY 


Division of Curtis Manufacturing Co. 


1975 Kienlen Avenue Established 1854 


St. Louis, Missouri 


Be Ri. 
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No Cash Sales Allowed 


D ISCOVERING that people who 


purchases in his 
store and paid cash for them seldom 


made small 
developed more than the casual cus- 
tomer relationship which such a trans- 
any time 
ywever small, 
friendship, 


iction involves, whereas 


payment purchase, lh 


meant an established 
MacDonald of MacDonald's 
Ltd., Victoria, B. C., pro- 
ceeded to develop a number of new 
customers. To 
offered imported 
English set of dinner china at a very 
sort ol 
woman would like to own. 


George 
Electric, 
time-payment accom- 


plish this he an 


attractive figure. It was the 
thing 
But it could not be bought for cash; 
t was available only on terms of 50¢ 


any 


down and 50¢ per week. 


1.000 which 


sold, 


1,000 customers en- 


Over sets were 
meant that 
tered into 


lationship with the store. 


over 
a protracted business re- 
The pay- 
ments were purposely set at a figure 
so small that they could not be settled 


by check through the mail. So these 
customers dropped in regularly to 


make their payments and thereby be- 
came familiar with the store and the 
staff. 
exhibits 


selling 


1 
the 


They were exposed to 
of appliances on display; 
credit at the 
was good and could readily be 


learned that their 


hes 
store 
ipproached with the argument that a 
dollars additional month 
would put a major appliance in their 
thousand and oppor- | 


lew each 


one 


| tunities were offered for a sales ap- 


| 
11 


proach. Incidentally, the store itself | 
learned something of the customer, 
} 


his likes and dislikes, and his value as 


a credit risk. Had the china been 
sold as a cash transaction over the 
‘ounter, the purchasers would have 


lisappeared again into the stream of | 
the city and might not have appeared 
again within the store, but the 1,000 
harge accounts, Mr. MacDonald fig- | 
ured, made him 1,000 friends and the | 
store that many permanent customers. | 
It was on the foundation of this and 
similar constructive selling 
that of MacDonald’s 


policies 
salesmen | 


two 


| last year achieved a record of selling 


63 washers in 45 days. 


Jerry Weston Charts 
Luncheon Attendance 


to the electrical as- | 
who count for 
luncheon meetings is a chart published | 
recently by G. W. Weston, secretary- | 
manager of the Electrical Association | 
of Kansas City. Jerry found that the 
June and Christmas turnouts attracted | 
the most people, both rising to a peak 
of 155 and 156 diners. The low of the 
year came in May and September and 
January when only 40 and 34 showed 


F interest 


sociations noses 


up. Following is analysis of 1939 
attendance by groups: 
Ave. No. 
No. of at 18 
Members Meetings Ratio 
Utilities 94 25.00 26.5%, | 
Manufacturers 106 15.88 15.0% 
Wholesalers 43 7.05 16.4% 
Contractors .. 34 3.05 9.0%, 
Dealers 59 2.07 3.5% 
Miscellaneous 28 3.04 9.3%, 
364 
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CY-THER-MIC 
Electric Water Heaters 


This unique 
principle 
of electric 

water heater 
design has 
proven an 

outstanding 
sales feature 


UTILITY 
ACCEPTANCE 


CUSTOMER 
SATISFACTION 


NEW DISTRIBUTORS 
WANTED 
* 
The CY-THER-MIC Electric 


Water Heater presents excel- 











lent opportunity for distrib- 
utors of this different electric 
water heater. 


Address inquiries to-—— 


ATLAS ELECTRIC MFG. CO. 
RHEEM MANUFACTURING CO. 


3425 So. Kedzie Avenue 
CHICAGO, ILL. 


























NO SPECIAL 
WIRING 


PLUGS INTO 
ANY 110 VOLT, 
A. C. FLOOR 
OR WALL OUT- 


LET. 


cota fh 


A089 Mt Dall 


A complete Electric Range that cooks 
bakes, broils, roasts, boils, and frie’ 
- + » meeting the needs of the averag® 
family. A sensational achievement 
Electric cookery . .. easy to sell .-- 
no cenfusing details about wiring. Plu9 
into any 110 Volt, A. C. outlet. Not 
an auxiliary appliance . . . A complete 
Electric Range. Full porcelain enamel 
finish. Write for Details. 


_ CROWN Stove Works 


| 4620 W. 12th Place, CHICAGO 


FEE) 





Originators of Buffet and Divided Top Gos Rong* 
A Full Line of Electric Range: 
A Full Line of Gas Ranges 
a 
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Leonard’s New Program of Larger 
Territories and Bigger Volume Per 
Dealer Protects Your Effort 


strib. | 
| 
ctric 


1940 will be one of the best refrigerator years in history, 
but many dealers ask— 

“I know there’ll be lots of refrigerators sold in my 
town but how can I be sure of getting my share?” 





— Leonard’s answer is a new program of larger territories 
— and bigger volume per dealer. This program has already 
. 4 been accepted by leading, aggressive merchants in many 
3 markets. So if you are among those good dealers, the ones 
who are actively interested in getting their full share of 
this year’s big business, Leonard’s program offers you the 
protection and the volume your efforts deserve. 

But larger territory is only part of Leonard’s new 1940 
program. 

Smart, flowing lines give eye-catching beauty to the 
massive appearance of these big family-size refrigerators. 
Inside is a treasure chest of conveniences . . . more for 
every consumer dollar than ever before. More, because 
of Leonard’s new exclusive features, such as the Hi- 
Humid system that keeps uncovered foods fresh for 
days longer. More, because prices give customer savings 
up to $60 compared to last year. More, because every 
model in the line is sharply reduced in price, yet there is 
no reduction in dealer margin. 





In each step-up, easily demonstrated convenience fea- 
tures are added, quickly proving in dollars and common 
sense the added value for the slightly higher price. 

If you want to follow the lead of some of the country’s 
leading merchants. . . if you want to follow through on 
your well laid plans for profit this year, without unfair 





a and unprofitable competition in your own line 

aoe ss sell Leonard. 

a LEONARD DIVISION 

sexs | NASH-KELVINATOR CORPORATION 


14250 Plymouth Road, Detroit, Michigan 





MORE FOR YOU 
LEONARD! 
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There’s a complete line of 
Leonards, all big six and eight 
cu. ft. models, at new low 
prices. Features and prices are 
arranged in logical step-ups 
to easily justify the slight addi- 
tional cost. 


6 Cubic Foot Models 


LCSX-6— Big 6% cu. ft. size— 
cold storage tray — embos- 
sed freezer door—9 Ibs. 
MWecses « Oa 


LS-6—Complete equipment 
with Vegetable Bin, New 
Type Trays, Crisper, etc., 

— » $139.95* 





-HS-6—Features Leonard's 
New Exclusive Hi-Hu- 
mid Food Freshener Sys- 
tem . $169.95* 


R-6—DeLuxe equipment 
with Twin Crispers, Colc 
Chest, Ice Popper Trays, 
etc $179.95" 


HD-6—Has all conven- 
iences plus Exclusive Hi- 
Humid Food Freshener 
System .. $209.95* 





























8 Cubic Foot Models 


LS-8—Same complete 
equipment as LS-6 pilus in- 
creased storage space and 
















Here is open and closed view of Leonard’s new 6 cu. ft. 


ice capacity . . $179.95* Model LHS-6. Beautifully designed, with loads of 
LR-8—DeLuxe equipment eye-appeal, and completely equipped with built-in 
as in LR-6 plus increasec meat compartment, sliding porcelain Crisper with 
storage space and ice glass cover, big Vegetable Bin and many other con- 


capacity $209.95" veniences including Leonard’s new exclusive Hi 
. Humid Food Freshener System 
LHD-8—All convenience 






features plus exclusive Hi- *Prices suggested are for delivery in the kitchen with 
Humid Food Freshener Sys- s Year Protection Plan. State and local taxes are extra 
ie -o-wss« « oe Prices are slightly higher west of the Rockies 





















A Beautiful New 


Men 


Combination Range 


Here is a new, modern, up-to-the-minute, popular- 
priced range that burns either gas, or coal and wood. 
No baffles, slides or levers needed to make the change. 


WINTER 
COAL 


SUMMER 
GAS 


When heat is needed in the kitchen, in winter, burn 
coal or wood. In summer, when quick heat with a cool 
kitchen is wanted, burn gas. 


This is a balanced beauty, with modern rounded 


corners and easy to clean 
features—a true ALLEN in 
: quality. 


Write for 
day. This Range will sell in 








information to- 


volume. 


ALLEN MFG. COMPANY 



























1 FOUNDED 1867 
= sal NASHVILLE, TENNESSEE 
- — 
s hot as an lait attic 
My house ‘5 a is cool te that wonderful Coo oe 
oven but yours it’s tha < Electric ‘ompa y pe 
and breezy: A fan the Jone y have them Pu 






















your Profits Multiply 
When You Sell (COCTRCLE 


ATISFIED customers are the 
life-blood of your business 
Without 
without the sales they steer your 
you'd have a mighty tough 
fight to make a go of it 
Don't endanger goodwill and lay 
yourself opento profit-killing 
trouble calls by selling inefficient 
- attic fans 
Ker px a Sell Coolair fans 


The Coolair line of home-cool- 
ing and commercial exhaust fans 
has been the acknowledged leader 
of the field for 12 years. Patented 
built-in springs that eliminate 
vibration noise permanently 
silent ball bearings in fan hub, 
needing grease only once every 
three years light, compact 
steel construction throughout 
certified air ratings economi- 


their repeat business 


way 

















noisy 


me and reap golden cal, trouble-free operation . five 
AN ~aV,% profits that year factory guarantee . these 
fh multiply time are features that make Coolair 


after time! purchasers your best salesmen 


Write or wire today for this FREE illustrated catalog full 
of sales and profit ideas. Get the whole story of how 
Coolair heips you make fat profits. Join up with Coolair 
now and be ready to make money when hot weather arrives. 


AMERICAN COOLAIIR corPorRATION 
JACKSONVILLE, FLORIDA 








Manufacturers 


F.T.C. DEFINES 
“AIR CONDITIONING" 


WASHINGTON, D. C.—A 
1 


which alls for a de 


complaint 
mtion ot “air con- 


ditioning” has been served against the 
Herman Nelson ( orporation, Moline, 
Illinois, by the Federal Trade Commis 
sion 

The respondent’s product, the com 


plaint alleges, is an air ventilating unit 
only, being a mechanical device for 
ventilating the room in which it is in- 
stalled, and heating the air drawn from 
the outside through a vent in the wall 

the building No provision is made 
tor adding moisture to the air, taking 
moi trom it, or cooling the air 
below temperature of that outside 
the building 

The term “air conditioning”, the com 
plaint mtinues, signihes simultaneous 
mtrol by a mechanical device of vari 


sus factors affecting both the physical 
and chemical conditions of the atmo 
sphere given structure, such 
factors temperature, humidity 

I rculation of the air 


within a 
including 


and the motion or 


withir the structure 


HOME OWNERS PAYING 
OFF ON H.O.L.C. LOANS 


Six years 


WASHINGTON, D. ¢ ago, 
vhen businesses were still toppling like 
nepins, some 775,000 home owners 
throughout the country took refuge with 
tl U. S. Government created Home 
(Owners Loan ( orporation 

a Charles A Jone general mat 
ager of the corporation, in summing up 

’ as happened since, the average 
borrower today has paid off $675 of his 

ginal $3,000 average principal debt in 
this time 

Some 65,000 other borrowers—in 
traightened circumstances and without 
private credit in the period from 1933 to 
1936—have paid off more than $150,000, 


OOO to cancel their 


debts in full 


\bout 85 per cent of the HOLC active 
accounts are in excellent shape, it 1s 
said, and borrowers have paid back more 


than 21 per cent of their total principal 


| 
lebtedness. Sales of repossessed prop 


ies have exceeded foreclosures by 177 
cent in September, by 460 per cent 
October, and properties held by the 
poration decreased from 90,000 in 
to approximately 81,000 on Octo- 





Jersey Central Power & Light Co. 


Leonard Lathrop, publicity director for 


Jersey Central Power & Light Co., has 

been appointed advertising manager in 

addition to his present duties, according 
to B. A. Seiple, vice-president in charge 
f sales 











THIS CARD STOPS THEM 


Zz; The New 
HANDY 
APPLIANCE 
PLUG 


The Original 
HANDY 
PLUG 


Shown here is 
our Special Dis- 
play of 2 Origi- 
nal Handy Plugs 
and | Handy Ap- 
pliance Plug that 
Dealer's price is $3.60 per doz. pkgs. 





retails for 50c. 
These Plugs are the easiest-to-sell on the market! 
Ready for instant use. Wires are merely separated 
and inserted. Simple as ABC! 
Handy Piugs are also packed 25 to Display Box 
or on individual Cards. Appliance Plugs are packed 
10 to a carton. 


Send for Our Special Promotion Plan! 


N. Y., Inc. 


NEW 


ALBANY SALES CO. of 


4) MA N AVE YORK. N.Y 
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Every Mother Wants Ong’ 


rn 


New Low Retail Price Bring 
HANKSCRAFT 


Automatic-Electric 


BABY BOTTLE STERILIZE 
Within Most Parents’ Budgets 


{EEE 

S ~ 

( Uw) >) 
WL 
Listed By 

tT nderwr itera 


Thousands of Hankscrai: 
Sterilizers operating 
the same principle hav 
been retailed at $8.50. This 
new low-priced _ stream 
lined model is certain 
boom sales. It sterilizes seven bab 
bottles and nipples in live steam, th 
method approved by doctors an/ 
hospital nurseries, then shuts of 
automatically. One of the mop 
greatest of electrical con- No. &® 
veniences for mothers —a 
safeguard for baby’s health. 8 
Be sure to stock and dis- 

Retail 

Price 


play this newest Hanks- 
craft hit. 

The HANKSCRAFT CO., Madison, Wis 
A NEW 


$10,000,000.00 
MARKET 


—and It's CLIMBING 


Every Year! 




















j ; fe 


ha the ssze and trend «o ‘ 
ELECTRIC MATER HEATER 


narket 


ARE YOU GETTING 
YOUR SHARE? 


Not unless vou are offering a de- 
OUALITY ELECTR 
HEATER — priced 


Not 


pendable 
ee 
ALI 


to meel 










competition unless you 


re miaking t rood aod = steady 


PROFIT on such a 


leader 


IMAGINE — A 65 GALLON 
QUALITY ELECTRI! 
WATER HEATER YOU CAS 
RETAIL FOR 875.00, AND 
STILL MAKE A VERY AT- 
RACTIVE PROFIT! 


ore ee 






ion withou 


cle ! 1s 


Write 


White Products Corp. 


Lansing. Mich 
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As 


de 
yking 


ese two 


ed tha 


rds rest 
ted dir 
ere divi 
ring de 
hat app 
vned an 


mg wi 
mld lik 
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Known 





a a ae THE MOTORS WITH THE TRADE-MARK MILLIONS KNOW 


CONTINUED FROM PAGE 26 








in the promotion entitled alone: A total of 1,143 women at- 
to exclusive use of the tended the 24 sessions. Of these, 29 
school for one week At had become major appliance custom- 
sessions his equipment was ers by the end of the campaign with 
the demonstrations, and spe- the purchase of 38 pieces of equip- 
was made by the conduct ment. Over half of these sales were 
economist to point out the ranges, but one woman purchased a 
s of that make of equipment. dishwasher and an electric sink and 

spaper ads and publicity for gave Leisure Hour full credit 
t k were directed to the spon- her decision to buy. Sales of cabDl 
ring ler, and his own copy filled nets, sinks, etc., went with appliances 
Brin lvertising plugs in the radio iit , dealers reported. To 
fs ra ‘termine the popularity of the radio 
: program, the cooking school audi- 
Hall Seats 80 ‘ices were spot-checked from time 
.° tu time he percentage of listeners 
tric eating Capacity ot the assembly Varies ron / per cent up to &4+ 
vas intentionally kept small, ac- per cent he rage percentage 

ILIZER iting only 80”, said sales man- was found to be 61.8 
iter, “because we felt that 


igets lem ’ strations would be more 


hence more eftective 


Dealers Take Part 


‘ 
schools 


borne out by the fact n addition to two cooking 
did ask questions ot 1 ‘ek, the kitchen was used for 
momiist ind enter into Cc ing demonstrations before groups 
f dealer salesmen and as a club and 

1 social room Women’s clubs were 


no 
iy? 


1 good “door nvited to hold meetings or socials in made to 
semi-weekly -eisure House without cost \ total eee 


ticket \d- oi 45 organizations took advantage 


ivailable only % this offer accounting for inspec 


n ticket re S- . 
As Mealine wl Was sponsoring tor the kitchen by 1.335 more | mances 
Is that week This enabled pers \ Power Board home econ- 
to handpick attendance and thus mist gave a fifteen minute talk and 
ring in some of his best prospects sh ing « the kitchen at each of | 
‘losing. All attendance record these meetings a 
vith their prospect information The sales from the cooking school 
those who attended were ittendance were shared i by all the 
to the dealer who spon- sponsoring dealers who were well “NO-BUMP” BEARINGS The motor may or may not 
ek’s schools. Prospect pleased by the promotion. They also i ; ; 
Peis : Pros] pspireee . - t ae | rc bragpe | STOP —- always be a factor in se//ing the 
expect to ose many more sales rom é . 
directly by the Power Board their Leisure House prospect files. This feature of Westinghouse appliance—but it always plays 
ere divided equally among the spon- Dealers taking part in the activity : motors cushions end-thrust a vital part in keeping it sold. 
rmg dealers. These cards showed Sterchi Brothers, Woodruff Hard- and absorbs noise and shock. Westinghouse motors mean 
hat ann! — re 7 “paws ; as Motors are made permanently : 
lat appliances each woman already ware Company, Sears, Roebuck and free froen pote ppl see noise. fewer service calls because 
~ : es , special attention has been 
mg with a list of appliances she Electric Home Servants Company, ee h : he di 
wld like to have, numbered in the Woods Taylor-Cox Company, Miller’s given to the posnts were bed eaasy nee mon — 
ler of her preference Department Store, and Fowler Broth- monly come to grief. Special “No-bump” bearings are 
Known results of the cooking schools _ ers. one of these. Special resilient mountings are another. 
Why not gear the added advantages of Westinghouse 
motors and the Westinghouse name to your selling? Spec- 
ify and supply Westinghouse—the motors with the trade- 
mark millionsknow—for your appliances! Westinghouse 
Electric & Mfg. Co., East Pittsburgh, Pa., Dept. 7-N. 


wned and when they were purchased Company, S. H. George and Sons, 


J-03074 


94% KNOW 
WESTINGHOUSE 


A nationwide survey of rep- 
resentative groups of people 
in 14 cities disclosed that 
94% know and recognize 
the name “Westinghouse,” 
and identify it with quality 
electrical equipment. 


|e ©. aaa Westinghouse 
| oan Small Motors — 


| set the egg cooker up out here—Henry likes his eggs strictly fresh!" 
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Deot. | 4001 ~- Robertson Rd 


~ Cincinnati, Ohio 


VICTOR 





Electric Products, Inc. 


Fan Line 
For You 











Hartford’s 
“Free Appliance” 
Campaign 


CONTINUED FROM PAGE [5 





gram, and short, dramatized commer- 


ught out the advantages of 
Hartford’s low cost electricity in a 
ghiy interesting manner 
When plans were 


mpaign, the idea of a radio 


being made fot 


difficulties 


little money avail- 
















Here are the lads that do the heavy 
thinking for the Blackstone Manufactur- 
ing Co. down at Jamestown, New York. 
On the left is F. A. Conterman, chief 
Right is Gunnar S. Oberg, 
in charge of research and development. 


engineer. 


For ADVERTISERS and their 
ADVERTISING COUNSEL 

















HE COMPLETE, factual story of ELECTRICAL 

MERCHANDISING has been condensed into simple, 
handy form for easy filing and ready reference, for all 
appliance advertisers, prospective advertisers and their 
advertising counsel. 

The standard, 8% x 11 inch file-folder contains all the 


essential data, under the following six classifications: 


1 MARKET: The field served by ELECTRICAL 
MERCHANDISING ...sales of electrical appliances, 
etc. 


CIRCULATION: Total and paid by types of readers 
... geographical distribution . .. renewals ... A.B.C. Pub- 
lisher’s Statement, etc. 


EDITORIAL: Scope .. . staff ... content. 


. content .. . rates 


(display, classified, etc.) 


SPECIFICATIONS: Closing dates... production re- 


4 ADVERTISING: Classifications. . 
9 quirements, etc. 


6 MISCELLANEOUS: Auxiliary services... readership 
surveys, etc. 


This useful data-file is yours for the asking — for con- 
venience use the coupon below. As additional basic material 
is sent you from time to time, file it in this standard 
data-file. 


ELECTRICAL MERCHANDISING 


A McGraw-Hill Publication 
330 West 42nd St., New York City 


ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York, N. Y. 


Please send your data; we will use it to file our ELECTRICAL MER- 


: CHANDISING material. 
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( 

























n Ave., 

New York City 

Any heat speed you want 
with Cavalier’s Matchless, Notchless “Multi-Heat 
You'll find it on Cavalier Model K-42. 
Dealerships-distributorships open. Write today for 
full information. 


666 Lake Shore 
Drive, and 

340 W. Ohio St., 
Chicago 


at the turn of the knob, 


Selector.” 


Robinson, 
mncisco 


Frank I 
San Fr 


Cavalier CORPORATION 


CHATTANOOGA + © e TENNESSEE 


FOR A BIG YEAR CHOOSE 


AVALLET 


lances, 


eaders 
. Pub- 


NEW HOME of Heyer Products Co., Ine 
Belleville, New Jersey 


“TOPHET” Nickel-Chrome Resistances are 
use by “HEYER” in the manufacture of spe- 
cialized automotive testing equipment for nation- 


ally known concerns. 


“TOPHET” the Nickel-Chrome 


WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY 


— 


J 
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What Has Happened 
in Chattanooga 


oes CONTINUED FROM PAGE 10 


} 


Nes 


has attacked the 
rhey 


pro 


i 
yne by one. have: 

(1) Organized a dealer salesman school 
consisting of an evening meeting of one 
hour for a 1|4-weeks course. Average at- 
tendance has been from 60 to 70 dealer 
salesmen. 

(2) Organized an 
dealers association 
the dealers. 

(3) Instituted promotional newspaper ad- 
vertising, carrying the names of all dealers 
and stimulating the sales of all types of 
merchandise. 

(4) Maintained a competent, trained staff 
of sales promotional people covering the 
commercial, industrial and residential fields. 
The residential group, incidentally, includes 
home planning advisors, lighting 
advisors and home economists who are 
equipped to demonstrate and instruct in 
the use of home appliances—both for the 
dealer and in the home. 

(5) They finance all sales by dealers 
through the EHFA (Electric Home & Farm 
Authority). Some $350,000 worth of appli- 
ance accounts are currently carried on their 
books including some $168,000 worth of ac- 
counts which were taken over from Tennes- 
see Electric Power Company. 

(6) They have instituted a policy of free 
installations of ranges and water heaters. 
This offer lasts until September |, 1940. This 
free installation offer allows up to $40 on 
range installations and $35 on water heater 
installations. No replacements are included 
—all must be original installations. 


electrical appliance 
controlled entirely by 


training 


in broad outline, is the frontal 


being used by the 
| 


stimulate ae ler sales OT electrical af 


pliances. It is evidence that 


plete understanding exists of the 
sity of worthwhile promotion 
In addition, to capitalize on the 


public’s interest in the subject of cheap 


and the TVA rates, the 


Board have issued a card-board sliding 


power low 


rule which tells the story of the aver 
age consumption of appl 
just what the addition of 


lances 


housewife 


on her light 


ppliance means to the 
terms of dollars and cents 
bill. “Without adding a cent to your 
old electric bill”, the card says, “You 
can now add many small 
and use 50 per i 


a 
ippllances 
cent more lighting. So 
turn on the lights and then enjoy the 


new rates. y the appliances you 


have always wanted.” The residential 
» is printed card and 
the first 50 kw.-hrs. at 3 cents, 
150 at 2 cents, the 
1,000 at 


0).75 


m the shows 
the next 
next 200 at 1 cent, 
0.4 cents and 


Minimum 


the next 

1,400 at 

charge is 75 cents per 
Dealers 


astic about the chances for 


cents. 
month. 
in Chattanooga are enthus 
new 
Chey are looking forward to tl 

greatest spring months in their his 
Officers of the newly formed 
Chattanooga Electrical \ppliance 
Dealers Association include Sidney 
Marks, president; Hal W. Hirsheimer, 
Herbert Haile, 
urer; and Newt Houts, secretary 
the ibove, Chester 1 ll 
Hebert 
board of directors. 

Bert engineer 
the Electric Power Board a1 


with respons1Dility 


tory. 


vice president; treas 
With 
John O 
Fowler and ‘onstitute the 


Osborne is sales 
ot seeing tl 
+ . ] . + + +1 
ince saies continue on at 


rec rd-bre iking pace 


ADDITIONAL 
ITEMS YOUR 
CUSTOMERS NEED 


Every householder that comes into 
your store needs a heater cord, a 
replacement cord, a plug, a triple 
tap or some similar device. 


General Electric has a line of these 
devices that it will pay you to stock. 
The widely known G-E monogram 
will help you to sell. 


Display them on your counter and 
in your window to remind cus- 
tomers. You can add one or more 
of these devices to every sale. For 
further information see the nearest 
G-E Merchandise Distributor or 
mail the coupon below. 


Genera: Eiectric Company 
Section D-0413 

Appliance and Merchandise Dept. 
Bridgeport, Connecticut 


Sirs: Please send me complete in- 
formation on your wiring devices for 
additional over-the-counter sales 


Name 


Address 


= 
| 
| 
| 
| 
| 
| 


GENERAL 
ELECTRIC 


























UNDISPLAYED RATE: 
$1.00 per line per insertion 





WHERE TO BUY 


Parts, Services 


Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment le made in advance for 4 con- 
secutive insertions of undisplayed ads 


& Accessories 


DISPLAYED RATE: 


$11.00 per inch per insertion. Contract 
rate on request. (An advertising inch 
ie measured vertically %” on one 
column There are 4 columns—48 
inches to @ page.) 











SELLING : yy 
EMPLOYMENT : 


UNDISPLAYED 


able in advance. 


10 words. 


advance for 4 consecutive insertions. 





SEARCHLIGHT SECTION 


(Classified Advertising ) 


OPPORTUNITIES” : susiness 


—RATES— 

15 Cents a Worp. Minimum CHaroas $3.00] Individual Spac 

Positions Wanted (full or part time salaried 
employment only) % the above rates pay- | The advertising rate is $8.00 per inch for a! 

Bow Numbere—Care of publication New York, 
Chicago or San Francisco offices count as qu 

An cibatistes inch is measured %” ver. 

Discount of 10% if full payment is made in 


MERCHAND!'SE 


DISPLAYED 
es with berder rules for 
prominent display of advertisements. 


advertising appearing on other than a cop. 
— basis. Contract rates quoted on re. 


tically on a column—4 columns—48 inches 
to a page. 




















SPECIALTIES 
Electric Mangle | Pads and Covers 
t heating ad 
: ‘ge .s er unio re \ 


NEW ADS 








Handle your refrigerators ranges 
radios kitchen cabinets with 
ORANGEVILLE fully 


bolstered trucks. The only truck with ent sizes 


ORANGEVILLE MFG. CO. 


me cturera 





patented quick 
ber tired wheels, and completely rubber 
throughout. Made in conveni 
Write for details and prices 


upholstered 


omplete line of Flo« 


GUARD 
PROFITS 
with 
SAFE 
HANDLING 


change ratchet nose. Rub 








i 


CLE aees) 


~<a 


ORANGEVILLE 
(Columbia Co.) PENNA 








” Trucks 














Profit 
on Refrigerator 
Trade-In Sales 


How much can you 
afford to allow on 
any one of 1700 
refrigerator models 

and still make 
a NEW SALE AT 
A PROFIT? 


National Market Index of Trade-In 
Values for Used Refrigerators 


the ONLY complete source of trade-in values 
for dealers who want to promote profitable trade- 
in sales will help point the way toe hundreds of 
sales that you might otherwise jose. Pages show 
photes of refrigerators, with table of sizes and 
cash value (see illustration). One properly exe- 
cuted trade-in will more than pay for this handy 
trade-in index. Your money back if not satisfied! 


. . . 
Prices: single copies $3.50; 50 or more, $2.50 each 
Postage paid by us on prepaid orders: Otherwise 


ali deliveries C.0.D. plus postage. 


Write or wire your order. 


NATIONAL MARKET INDEX 


3028 W. Hunting Park Ave. Philadeiphia, Pa. 
















Ae- New Swe (0. 


pereorr 


FREE! 


Te TODAY te Re-New 
Detroit, Miocni-. 

=a Nwstrated cata. 
“ y wecane cleaner parts 















RUEKS FOR Safe 
and EX ccie nd 
HANDLING of all pata hed 
of REFRIGERATORS 
wt RANGES (Rune 


CASTER X-75 of X-77 
Handles al! e 


Write today for special literature data and 


prices. Tell us your individual needs. 














JUST OFF 
THE PRESS! 


Right In Time 
Springtime Profits! 


THE NEW 
DURO-BILT 


BARGAIN 
CATALOG 


featuring the famous ‘Stay 
Sold"" Duro-Bilt Rebuilt, 
Modernized 


VACUUM CLEANERS 


All Leading 
Nationally Advertised Brands 
to Choose from 


NEW LOW PRICES! 
BIGGER DISCOUNTS! 
BIGGER PROFITS! 


Write for Your Bargain Catalog Today! 


RELIABLE VACUUM CLEANER CO. 
158 West 23rd St., New York, N. Y. 














Air Conditioning and Refrigeration 
Supplies and Equipment 


Complete Stocks —Lowest Prices — Speedy Service 
SEND FOR BIG FREE CATALOG 


THE HARRY ALTER CO. 


1728 South Michigan Avenue. Chicago 


Branches: New York City, Bronx, Brooklyr Jamaica 
MNewart, Cleveland, Detroit, St. Louis 











“KEEP IT RUNNING" 


Satisfactory operation is a real con- 
tribution to customer satisfaction. 
“Keep it running” and she'll come 


back. It’s the repeat sales that 
count. 
Parts, Services and Accessories 


can play an important part in 
building your business. It can keep 
you posted on where to obtain your 
requirements in keeping your cus- 
tomers’ appliances in good running 
order. 





Modernized 


REFRIGERATORS 
AND 
VACUUM CLEANERS 


ALL NATIONALLY 
ADVERTISED MAKES 


@ All refrigerators and vacuum cleaners 
are guaranteed . .. You can fill your 
requirements with confidence, as do 
many satisfied dealers whom we serve 
in all parts of the country. 

@ Every refrigerator and vacuum cleaner 
is completely rebuilt in our plant by 
factory trained mechanics—This is why 
we can guarantee them. 








prices. Also be sure to inquire about our mer- 
chandising plans 
MERCHANDISE 


Nationally Advertised ue oy 





147 W. 42nd St. 


@ Send for NEW illustrated catalog including 


Newspaper mats furnished. 


TRADING CO. 
W YORK CITY 














Find what you are looking for 
the information wanted—write 


DEPARTMENTAI 





If this or other 


ADVERTISING STAFF, 


advertising in this issue does not supply 


ELECTRICAL MERCHANDISING 














What is 
YOUR Problem? 


Do you need competent men for your 
staff? 

Are you seeking employment? 

Or, are you looking for—or offering 
—a business opportunity of special 
interest to men in the industry served 
by this publication? 

The solution of any of these prob- 
lems can logically be found first 
among other readers of Electrical 
Merchandising. You can get their 
attention—at small cost—through an 
advertisement here. 





(POSITION VACANT) 


ASSISTANT 
GENERAL MANAGER 


With successful operating recor 
for small eastern plant making 
electrical parts. Reply in conf. 


dence giving age, experience 
salary requirements and refer. 
ences. 


P 570 Electrical Merchandising 
520 N. Michigan Ave., Chicago, Iii 








POSITIONS WANTED 


( See “‘Selling Opportunities Wanted 
Assistant to chief executive of compa 
appliance field with experience in per 
and corporate taxes, cooperative and 
orate insurance costs, office manager 
and = private secretarial work desires 
connection For further details, address 
72, Electrical Merchandising, 520 N. M 
gan Ave Chicago, Il 











SELLING 
OPPORTUNITIES 


OFFERED—WANTED 
Selling Agencies—Sales Executives 


} 
| 
Salesmen—Additional Lines } 














OPPORTUNITY OFFERED 


Established sales representative want 
handle, on commission basis, nor 
condenser tubes to the Public Ut 
Marine fields along the Eastern seaboar 
reply state experience and other 
now handled Address RW-576 E 
Merchandising, 520 N. Michigan Ave 
cago, Il 


OPPORTUNITIES WANTED 


SALES EXECUTIVE, thoroughly exper 
in sales development, operating sSalrst 
with Utilities and dealers; gas and 
tric appliances, commercial refrigera 
unit air conditioners seek larger 
tunity (sales promotion supervisory 
ontact);: good references SA-574, Ele 
Me srchandising, 520 Michigan Ave 
cart Ill 
YOUNG MAN, 28, 7 yrs. successful § 
experience presently employed 
connection with large reliable progres 
manufacturer, preferably in East. Exce 
references as to ability and character. > 
575, Electrical Merchandising, 330 W. 4 
St.. New York, N ; 





SALESMEN 
VOSS WASHER LINE is availab': 
few good salesmen now selling ot! 
conflicting line and consistently « 
established territory Liberal 
sions. State territory and give reé 


VOSS BROS. MFG. CO. 
DAVENPORT, IOWA. 


for 









for ‘ANY hd or Trade Mark 














Don’t forget the 
Box Number 





vertisement you are answering. 
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V 7HEN answering the classified advertis® | 

ments in this magazine, don't forse 
to put the box number on your ¢ relope. | 
It’s our only means of identifying ‘he a 
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How 





One Dealer Got 


CONTINUED FROM PAGE 33 


Started 








Keystone Appliance Co., Lebanon, Pa., took contract to build this house to obtain 
order for $3,000 worth of electrical appliances. 


$25 for a used refrigerator it means 
that he has $25 invested and the idea 
is to resell it as quickly as possible to 
If he has to 
for $20, or $5 less than 
be allowed, the firm will split the loss 


with him. 


recover the investment. 
sell the unit 


He loses $2.50 and gets 
$22.50 in cash as a result of the deal. 
On will 


Salesmen earn 20% 


radios, however, the firm 
not split losses. 
commission on radios and every radio 
traded in is the salesman’s “baby.”” For 
instance, when a salesman sells a radio 
for $80 he has a commission credit of 
$16, but if he allows $10 for a 


radio taken 


used 
credit 
of only $6. The trade-in is his prop- 


in trade, he has a 


gets for it is his. 
This makes it imperative for the sales 
men to sell used radios quickly so that 
their not tied 


erty and whatever he 


commissions are up in 

old stock. 
Salesmen have found however that 

used 


playing 


they can eliminate losses 


by 


on 


radios trading record 
attachments for the used unit. The firm 
sells these attachments to the salesmen 


for about $5, and the salesmen in turn 


use them to make an even trade for 
used radios. Most of the units traded 
in can be sold at a better price so that 
the salesmen actually make a small 


profit on used radios 
“We find that the salesmen like this 
method of handling the trade-in prob- 


lem on appliances,” Benninghoff said. 


hey are permitted to use their own 
willing to take 
losses if they make mistakes, 


are their 
and it 
prevents arguments with the manage- 
ment on trade-in policies. 

“The keen 


judges of resale values on used units 


judgment, 


salesmen have become 
and their total sales of used merchan- 
dise are well over the amounts they 
trade. 


merchandisers 


allow in 
better 
responsibility they must assume.” 


They have become 
because of the 

Sales incentives are provided in the 
form of a bonus plan and special con- 
tests. At the beginning of each month 
1 sales quota is established for each 
If his sales for the 
exceed the quota, he receives a bonus 
of 2% on the monthly total. In addi- 


salesman. month 


tion, a bonus of 1% on sales is paid 
to salesmen at the end of the year if 
they exceed their annual quota. A 
man may have failed to meet his 
monthly quota several times during 
the year and yet be able to exceed his 


annual quota. 
In addition to the bonus plan there 


are special contests from month to 
month. For instance, a special range 


contest was planned for December by 
which the salesman could win a turkey 
dinner. Under this plan the salesman 
who sold one electric range earned a 
turkey. If he sold two ranges he lost 
the turkey but won a duck and all 
other food for a complete dinner. 
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with 


CHROMALOX 


equipped Ranges 


... You'll find the sales 
and the 
enthusias- 


features many 


range buyers 
tic. For example, take 


the CHROMALOX “two- 





units-in-one”, which means the 
right cooking area for every size 
utensil. Here is a big economy 


feature the range buyer is sure to 


like. 


Then there’s the all-flat 
CHROMALOX 
units, which means heat 


top on 


by conduction—the fast- 





est possible way—and a 
fast-heating unit is a number one 
sales point for any range. 


Add to these the 


heats, easy cleaning, and 


six 


attractive appearance of 
the CHROMALOX units 


have a 





and sales 
packed with a 


that actually sells ranges. 


you 


punch—one 


story 


SELL CHROMALOX-Equipped Ranges 


USE CHROMALOX Units for Replace- 
ments in All Ranges 


Fill in the coupon and get all the facts 


about these sales boosting range units 





EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 


Send me the "CHROMALOX PLAN" book. 
Name 


Position 
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LETTERS fi 
Have Manufacturers Learned 1 order competition now, after E LE ¢ T RICAL 
a Lesson? they have accomplished a strong foot- 
ld and have thousands of units in 
I tart t new ison 1 t field but, no doubt, many sales MERCHANDISIN 
saiited it ats 63 No 


ive been lost to them 
a , 


be turned into Vol 3 
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ah a Ne ee The Rise and Fall of a Discount Seller 
2 | ee are ' By Ernest C. Hastings : 
i 1! ust TV “ 
A case history. in red ink, of what happens when business is deflected 
from normal distribution channels 

hem successful What Has Happened in Chattanooga By Laurence Wray 10 

Ming t When TVA bought out Tennessee Electric Power, speculation was rife 

bu as to what would happen to the appliance business. Here's tne answer 
inufacturers agai . 
ke a back step? Will the; Answers to Questions 
. ee ee Hartford's "Free Appliance" Contest By C. £. Delaney 15 

\ re aay ena asl a: ’ oe fit A unique contest, staged during the past holidays, produced a lot 

its — ee err of sales that might otherwise have been lost 
Helping Dealers Sell With Home Service 

“Let's By Clotilde Grunsky 16 

range by thx Washington Water Power, in Spokane, has an efficient home service 

e industry now and offer department as this article shows—and dealers have reason to be 
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2 Ko anit EM them for you 
Good Housekeeping Products, In 

Los Angeles, Calif A Little Journey to the Home of C. G. Frantz 22 


Another pictorial journey to the home of a well-known appliance 
executive—this time C. G. Frantz, president of Apex 





Knoxville Beats the Winter Slump By J. H. Mullin, Jr 26 
A promotion that stimulated appliance sales out of their usual season 
Selling Water Heaters in a 3,500 Meter Town 28 

A case study in water heater selling from an Ohio town 
How One Dealer Got Started 33 


Running a $150 investment into an $85,000 business in three years 


He "Blew" Himself Into the Electrical Business 35 
A. J. Waller, down in Louisiana, used attic fans as his springboard 
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A survey by Lois Etchison of Oklahoma Gas & Electric 





Statistical Barometer 46 
News 


New Merchandise By Anna A. Noone 
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READERSHY 








BETTER CALL UP THE ELECTRIC COMPANY, PAW—THIS BOX IS STARTING TO UNRAVEL! 
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